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The VOICE of the TRADE 


A Lynn shoe delegation 
called on Gov. Joseph B. Ely of 
Massachusetts last week, seeking 
his aid in the fight to retain the 
duty on women’s shoes. They 


represented to him that a new 
rising tide of imports of women’s 
shoes is injurious to the women’s 
shoe manufacturing industry in 
Massachusetts. The total of these 
imports, during the recent month 
of March, was 578,000 pairs. The 
delegation said, “if these shoes had 
been made in this country, instead 
of abroad, millions of money 
would have been put into circu- 
lation here for leather and sup- 
plies, as well as labor.” 

The delegation furthermore 
stated that 37 per cent of the 
McKay type of women’s shoes are 
made in Massachusetts, and that 
another considerable percentage 
is made in New Hampshire and 
Maine by manufacturers who are 
in close contact with merchants of 
Boston who sell leather, as_ well 
as Massachusetts manufacturers 
of supplies. Furthermore, the 
shoe production of Massachusetts 
amounts to ten per cent of the total 
manufactures of the state. 

* ok * 


». Bi Bresnahan of the 
Bresnahan Shoe Company of Bos- 
ton, is getting ready for fall cut- 
ting, on which the factory will 
start just as soon as it cleans up 
its orders for summer novelties, 
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There’s a real profit or promotion idea 
for you on every page of Boot AnD 
SHOE Recorper. These are times in 
which merchants will be rewarded who 
read and re-read. Don’t miss the sum- 
mer style survey on pages 72 and 73. 





which keep coming in. The run 
on screen cloth shoes has been a 
leading feature of its summer 
styles. “Bill” is expecting quite 
a run on suedes for early fall, and 
comments that orders now on hand 
call for about 70 per cent blacks 
and about 30 per cent browns for 
shoes of the velvety nap. 

“Of course,” says he, “there’s 
always a chance that some dark 
horse will enter the race course of 
fashions in footwear, and, some- 
times, as every observer well 
knows, the dark horse takes the 
lead of the field.” 


* BS * 


H. A. Ely, Boston manager 
for A. F. Gallun & Sons, tanners 
of Milwaukee, and a_ nationally 
recognized authority on the trends 
of leather says: 

“The greatest deflation has been 
in the earning power of money, 
whether this relates to capital in- 





vested in industry, deposits in 
Savings Banks or investment in 
high grade bonds, and so I am of 
the opinion that readjustment in 
industrial conditions, and _ inci- 
dentally in returns upon invest- 
ments, is going to be a rather slow 
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process calling for much patience. 

“As far as the tanning industry 
is concerned, there has been a little 
thinning out process going on 
which, without doubt, has not yet 
been completed. 

“In relation to shoe manufac- 
turing it may be said that the last 
half of this year should show 
some increase in volume over the 


first half.” 
* * x 


W itliam D. Brackett, 


the dean of the trade in Boston, 
is soon to celebrate his ninety-first 





birthday. What is more, he started 
this week on his sixtieth annual 
fishing trip to Moorehead Lake 
in Maine. Dean Brackett manu- 
factured shoes in Stoneham, Mass. 
long, long ago, and was later in 
the Boston office of the Hamilton 
Brown Shoe Co. 

We had occasion to mention his 
name and age while in the Mar- 
bridge Building in New York and 
up steps M. S. Crotty, past ninety- 
five years of age and at the office 
every day, ready for work. He 
drew a pattern for a new fall 
shoe and commented on_ the 
quality of work back in the ’80s 
when John Hanan, E. C. Burt and 
he were bench-mates. 

ok * * 


Otto Hassel of Chicago has fig- 
ured out that the average shoe 
cost for thousands of men is only 
two cents per day at Hassel’s. 





Here is a new optimistic 
note, four quarters in dollar time. 
The St. Louis Blues is being syn- 
copated to the tune of St. Louis 
shoes according to a report from 
the St. Louis Shoe Manufacturers 
Association which says that all 


ST. LOUIS 





shoe companies in that district 
are showing improvement in 
production. One of the large 
general line houses reported their 
factories were running at 80 per 
cent of capacity. Another in the 
same field reported their produc- 
tion at 180,000 pairs per day, the 
latter figure being a definite im- 
provement from a low of some 
months ago of approximately 100,- 
000 pairs per day. 


xk * x 


Coane B. Hess of Baltimore 


belives that in sport shoes every 
store has a real opportunity. He 
says, “this men’s sport shoe busi- 
ness, if it is encouraged can bring 
us back our old complete seasonal 
change of footwear. Instead of 
high shoe, low shoe, we might 
have street shoe, sport shoe. This 
is the psychological time to de- 
velop new interests in men’s shoes 
More two-tone shoes will be worn 
on the streets of Baltimore for 
everyday wear this summer than 
ever before. 

“In order to stimulate these 
men customers who have already 
accepted this new idea in summer 
footwear, we feel that it is nec- 
essary to show them sport shoes 
featuring new patterns, new 
leathers, and new effects each sea- 
son. Fortunately this thought 
gives each retailer the excellent 
opportunity to put more of his 
own individuality into his sport 


shoes.” 
ok * * 


D.. Royal S. Copeland 


United States Senator from New 
York, views with alarm the feet 
of a nation, and says: 
“Policemen, barbers, clerks in 
stores, farmers and _ laborers, 


Business Looking Up 


Lower inventories and higher sales 
find buyers for State Street, Chicago, 
stores in an optimistic mood. 

Frank Popper, buyer for Mandel 
Brothers women’s shoe department, 
upstairs, said that a very large in- 
crease in sales was accomplished in 
April as compared with April, 1930, 
and that business is running well 
ahead for May up to the seventh, 
when he was interviewed. He added 
that at least as good a showing for 
May as for April is practically as- 
sured by special sales promotional 
plans for this month. 

Recent sales of the different types 
of footwear in this department, sell- 
ing at $10.50 up, were classified as 
follows: 28% black kid, 18% patent 
leather, 13% white and spectator 
sports, 12% beige kid, 12% brown 
kid, 10% blue kid, 7% reptile. 

“Blue kid and reptile are falling 
off”, said Mr. Popper. ‘Spectator 
sports, linens, etc., also patents are 
coming up fast. Sandals played an 
important part in the increase last 
month. We are now running a sale on 
the new golf oxfords with slide fast- 
ener and these are going big—in 
white pig with brown and black calf 
trim.” 





























housewives—anybody having oc- 
casion to stand on his feet hours 
at a time can testify to the evil 
effects of foot defects. Tender 
feet, sore corns, aching joints, 
calloused soles—all these are bad 
enough. Then when these suffer- 
ing feet are thrust into tight or 





ill-shaped shoes, there is an in- 
crease of misery. 

“Don’t neglect your poor, suff- 
ering feet. Give a little thought 
to your shoes. Have them fitted 
properly.” 

* * * 


Bwce Barton, in the 
Red Book, quotes his friend 
William Feather of Cleveland, as 
having invented a sure method of 
predicting the ebb and flow of 
prosperity. 

“Hereafter, I shall pay no at- 
tention to car-loadings, bank- 
clearings, crops or commodity 
prices,” he says. “I shall concen- 
trate on just one indicator—the 
rise and fall of fools. 





“When I look about me and see 
young men, half my age, driving 
high-priced cars, leaving their 
offices at three o’clock in the after- 
noon, boasung that they made 
twenty-five thousand dollars last 
year, and exchanging tips good 
for a thousand dollars over the 
week-end; when I see boys roll- 
ing in money, boys whom I 
wouldn’t hire to wash the rollers 
in my printing plant—when that 
day comes around again, I shall 
rush to my bank and sell every 
share of stock I own. 

“Because,” he continued, “God 
never intended that fools should 
make a better living than honest 
workers. Whenever a situation 
arises in which they do, I know 
that it is contrary to the funda- 
mental laws of the universe and 


cannot last.” 
* % * 


| are getting to 
be too much of a load. The First 
National Bank of Boston, a lead- 
ing financial institution of the shoe 
and leather industry, calls taxes 
burdensome, and presents facts 
and figures to prove it. 

“Whereas in 1913 about 6.5 
cents out of every dollar of income 
were paid out in taxes” says this 
bank, “in 1928 over 11.5 cents 
were expended for this purpose. 
Figures for 1930, not yet had, will 
doubtless show a further increase, 
also, a reduction of income.” 

“Tt is estimated that the annual 
cost of government of all political 
units in this country has increased 
from $3,000,000,000 in 1913 to 
over $12,600,000,000 in 1928. This 
represents a gain of over 300 per 
cent in 15 years, as against a gain 
of 24 per cent in population and 
135 per cent in national income.” 

It takes better than a tithe, or a 
tenth, to pay taxes these days. 
Total business in shoes is estimated 
at $1,227,756,460. If a tenth of 
it is paid out in taxes, then shoes 
alone pay taxes of $122,775,640. 

No mathematician yet has the 
genius to figure what part of the 
cost of a pair of shoes taxes may 
be. Everything is taxed from the 
hide to the finished shoe, even to 
the threads and nails, and includ- 
ing the profits, too. 
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Charles E. Williams, 
shoe and show man of St. Louis 
and known to his store neighbors 
as “The Mayor of Franklin Ave- 
nue,” transmits this message to all 
merchants : 

“It is time to prevail upon the 
hard-working concrete worker, 
bricklayer, carpenter, stable man 
or minister of the Gospel and such 
various and sundry other types 
who frequent your stores from 
time to time, that they should have 
a most delightful and pleasing-to- 
the-eye pair of double-soled water- 
proof elk work shoes along with 


4\~ fl 





their stylish pair of sport shoes— 
combining the colors of either 
black and white or tan and white, 
with the proper type of wing or 
straight tip, perforations to match 
or four stitches close. 
“Accomplish this miraculous 
result, with man for man _ the 
country over a pair for work and 
a plus pair for sport, and we will 
make an income taxpayer out of 
every shoe retailer in the country, 
double the output of every man’s 
factory in the land, double the 
force employed—thereby putting 
the country back on a prosperous 
basis instead of continuing the 
jobless, hungry and cold outlook. 
“The deed must be done in the 
store, with every clerk selling at 
least one more pair of shoes per 
day. We can revitalize business 
by thinking ‘pair by pair at the 
fitting stool.’ Useful shoes will 
show the new aid to better busi- 


ness.” 
& = 


Rhea Nichols of the 
Allied Kid Company left last 
Wednesday on a promotional trip, 
to interest the trade in the new 
fall colors in kid. She believes 
that fall shoe fashions must be 
styled with these three cardinal 
points in mind: Occasion, Pattern 
and Color—each being equally im- 
portant. She also says: “The sil- 
houette is straighter, deriving 
skirt fullness from plaits. This 
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change in silhouette will affect 


shoe styles, as, in addition to the 

plaited skirts, daytime lengths are 

one inch shorter than last year. 
2 


AS 
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This will center more attention on 
shoes, and will tend to make 
patterns more important than they 
have been for some time. 

“The first California showing of 
ready-to-wear that is now in the 
making is exploiting the French 
Colonial colors such as dark, 
rather neutral brown, the lighter 
browns, with gray cast, rust 
brown, with some red and green.” 


* * x 


Or tords of green calf 


are shown in some of the men’s 
stores that are featuring ideas 
novel and interesting for country 
club wear. The leather is of a 
grass green hue, and the shoe is 
bottomed with a black rubber sole. 


‘Vom Young, who makes 
the public tennis-wear-conscious 
for the United States Rubber 
Company tells us just before the 
battle of the century between 
Tilden and Richards that foot 
work has much to do with cham- 
pionship tennis. For example, 
Tilden wants as light a weight 
shoe as he can have, providing it 
carries ample foot protection and 
wearing qualities. Not so long 
ago Tilden used to wear out a 
pair of ordinary tennis shoes in 
one match, whereas—with a crepe- 
soled shoe—he can get from one 
to two weeks’ wear playing every 
day. The champion tennis player 
prefers white and simplicity of 
pattern and Big Bill definitely asks 
that saddles, trimming, etc. be 
kept off. 

In many parts of the country. 
alert shoe stores make a specialty 
of serving the needs of the local 
tennis club because they give some- 
thing more than just over-the- 
counter service. 

What’s the popular sport in your 


town? Have you the right shoe? 





“These shoes still give me a pain.” 
“Me, too, madam. You've been back with them six times.” 
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Exterior of the original Home Trade Shoe Company store. Minneapolis. Note the abundance of styles and types of shoes shown. 


Sell Shoes in a Shoe Store! 
Says BATES 


How a Veteran Minneapolis Merchant Makes Money 
by Disregarding Modernism and Sticking to Fundamentals 


5 is one shoe merchant in 
Minneapolis who still believes in that old-fashioned 
institution—the family shoe store. He is Edmund 
C. Bates, for 35 years engaged in shoe service to 
Minneapolis families. As president of the Home 
Trade Shoe Company, Mr. Bates is at his desk 
every day in the year and expects to be there for 
many years to come, 

In this day of “atmosphere” in shoe shops, with 
all the trappings of modern art, and the multitude 
of small exclusive shops of the “salon” type catering 
to a limited clientele with limited 
and expensive tastes, it is some- 


lis take care of the rapidly increasing business. In 
all the Home Trade Shoe Company has 12,400 square 
feet of floor space, 7400 in the original store and 5000 
in the new store. 

In holding on to the old-fashioned merchandising 
policies, the Home Trade Shoe Company is, of course, 
not backward. It could not be and continue to grow 
as it has. The secret of success lies in the fact that all 
economic waste is eliminated and customers are given 
the greatest possible value for their money. Of 
course all shoe merchants claim the same for their 

shops. The Home Trade, how- 
ever, has given the matter very 





what of a novelty to find a 
family shoe store flourishing 
with more vigor than ever. The 
question is often raised whether 
such a store can be successful 
in view of modern changes in 
merchandising. The enormous 
sales volume of the 
Trade Shoe Company is ample 
proof that it can, if the job is 
rightly done. A little over a 
year ago a second store was 
opened up, in the heart of the 
best retail district of Minneapo- 


Home 


In the April 18th RECORDER, 
Hubert Steele of Birmingham, 
argued the case for the ultra 
artistic type of shoe store. 
Here’s the other side of the 
picture as it has been demon- 
strated by a merchant whose 
record of successful achieve- 
ment gives him the right to 
speak with authority. The fact 
that this store carries the big- 
gest stock between Chicago 
and the Pacific Coast makes the 
story particularly impressive. 


thorough study and a very prac- 
tical application. 

Gordon Bates, son of the 
founder and vice-president of 
the firm, said “We figure very 
closely and put a set mark-up 
on our shoes that gives us a 
fair profit. We never try to see 
how much we can make on a 
certain line of shoes. A great 
many stores, in fact practically 
all, mark up novelty shoes be- 
yond reason and manage to sell 
them. We do not believe in 
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such a policy and have, therefore, built up a feeling of 
confidence among our customers. Our overhead is 
kept as low as possible. We do not have cheap fur- 
nishings, of course, but, on the other hand, we have 
not invested in atmospheric furnishings, the cost of 
which is always borne in the end by the customer.” 


Home Trade Shoe Company carries 
the largest stock between Chicago and the West Coast. 
The turnover is extremely quick. Old stock is never 
carried. If the company finds itself with odds and 
ends of lines on hand, a clearance sale is conducted. 
This, incidentally, is the only time, with rare excep- 
tions, that a sale is run here. The closely calculated 
mark-up does not permit of sales. During October to 
celebrate the thirty-fifth anniversary of the founding 
of the company, one of the infrequent sales was held. 
A 10 per cent discount was allowed on all merchan- 
dise. Merchandise was taken from stock and the 
customer given a 10 per cent discount from the price 
on the tag. 

Prices on from $3.95 to 


women’s shoes range 


$11.85, the latter being the price charged for the 
Matrix shoe. Men's shoes range from $3.95 to 
$9.85 and children’s trom 95c. up. Lach division has 
its own buyer. Ic. J. Gonya takes charge of the 
women's, rank Witman buys for the men, and M. J. 
Hotiman for the children. Each one is particularly 
versed in his own field. Thus by dividing the respon- 
sibilities of buying the best results are obtained. 

The company does not do a very great deal of ad- 
vertising. Its fine reputation for values and service 
is its best advertiser. Minneapolis people know it 
through many years of contact. In many families 
Home Trade Shoe Company has become a_ family 
institution in more than one generation. Window 
displays are used very extensively. At the original 
store there is considerably more frontage but not as 
much depth as at the new store. Here a pyramid style 
of display is used, while at the new store, the window 
of which is comparatively narrow and recessed, shoes 
are displayed on stands of various heights. 

Home Trade store of Minneapolis has demonstrated 
beyond doubt that the family type store can be made 
a success, even in a big city. 





“Show ‘em lots of shoes.” There’s real selling psychology in this theory of footwear merchandising as exemplified in the Home 
Trade shoe store, a corner of whose closely packed interior is glimpsed in this photo. 
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Political housecleaning 
accompanies the pressure 
of declined prices for 
efficiency in government 
as well as in industry 
and distribution. 





‘Vee effects of a long period of 
steadily falling prices are these: prices begin to fall, 
and at first everyone except the immediate producer 
is happy, because income or wages will purchase more. 

Almost immediately, however, the country becomes 
divided in sentiment into two camps. On the one 
hand, everyone who derives a fixed income from rent, 
securities, or a permanent salary, continues to rejoice 
as prices fall. But on the other hand everyone whose 
income depends on selling products, and everyone 
who owes money on mortgages or otherwise, finds 
that life is becoming more difficult. So far, the ten- 
dency of falling prices is to increase the gulf between 
those who have and those who only hoped to have. 

These effects, which are obvious results of falling 
prices, tend to press with most severity upon the 
farmer, because the interest on his mortgage is a fixed 
quantity while the prices of his products fall with those 
of other commodities. Each period of falling prices, 
therefore, is a period of political unrest in our farming 
States and communities. We can go farther and say 
that it is equally a period of political unrest among the 
farmers of Great Britain, France and Australia, be- 
cause like causes are acting there as well as here. 





What Happens When 


And How a Long Term Decline 


By EDWIN C. ECKEL 


Meantime the equally important class which labors 
in factory, mine, mill and transport fares better, be- 
cause though in a long continued decline wages may 
also fall, they do not fall so promptly or so far as do 
commodity prices. Throughout a period of price de- 
cline, the tendency is toward an increase in the actual 
purchasing power of the wage, even though its money 
quotation may be slightly reduced. 

The purely industrial effects of falling prices are, 
in general, good for the community. There is a high 
incentive to economies that has been lacking during 
the preceding boom period ; there is a reason to invent 
new and more economical processes or methods of 
manufacture and to adopt such improvements prompt- 
ly when they are invented. The great industries tend 
to become more and more ingenious, more and more 
efficient, as prices fall. From a purely moral stand- 
point the gain is less clear, for increasingly bitter 
competition is apt to bring in its train a lower stand- 
ard of commercial ethics. 

Finally, the parasitic classes tend to become of even 
less relative importance. If the depression continues 


long enough, some members of these classes may even 
be driven into productive work of one sort or another. 
Honesty is with most people a matter of course. 





Price variation actuates an economic seesaw 
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Prices Fall? 


Affects Various Economic Groups 
Ww wW WwW 


With a relatively small class, on the other hand, dis- 
honesty is equally a matter of course. There still re- 
mains a large intermediate class whose honesty is not 
permanent but opportunist. With this class honesty 
is a matter of balance between their own necessities 
at the moment, the amount of temptation, the chance 
of detection and the seriousness of the probable pun- 
ishment. Many men, for example, who could be safely 
left in the same room alone with a watch could not be 
trusted in the same country with an oil reserve. And 
there are other men who, if at the moment they were 
temporarily rich, would scorn to rob the country of 
even an oil field but who, reduced to poverty, would 
readily take the watch. 


F is the existence of this class 
of moral chameleons that gives rise to the phenomena 
that we are now studying—the appearance in the same 
country of periods broadly marked by high commer- 
cial and political morality, followed by periods equally 
marked by low levels of practice. The evil effects are 
most likely to appear at two separate stages of our 
economic cycles. In the progress of a great boom the 
temptation offered can be made higher; while toward 
the end of a long depression the necessities are greater. 
A period of slow regular progress, on the other hand, 
does not afford the same inducements either to the 
great briberies of the boom period or to the petty 
trade and political dishonesty of the crisis. 

One of the very prompt reactions against the con- 
tinuous fall of prices took place in the direction of 
attempting to stop the fall by some government 
measure of currency inflation. This is an entirely 
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that brings joy to some and grief to others. 
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Under the stern pressure of necessity, invention, discovery and im- 
provement proceed at an accelerated rate. 


normal reaction and we may expect to see it appear 
in one form or another in the years to come, just as 
it did in the two or three decades after the Civil War. 

The expedients offered between 1866 and 1896 
covered a wide range of possible action, ranging from 
frank dishonesty to mere delusion. The first and 
perhaps the most dishonest proposition was that the 
government should redeem its bonds not in gold but 
in paper currency. This was finally negatived, which 
marked a decided advance in public morality since 
the days of the Fathers, for we must recall that after 
the Revolution repudiation had been accepted without 
much argument, except for the foreign debt. 

At later stages came the effort, successful for a 
time, to retain all the paper in service, until the de- 
mands of the country could grow up to the currency 
supply. The resumption of specie payments, effected 
in 1879, put an end to these phases of the matter. 

In still later years there were national party plat- 
forms and campaigns which turned on the proposition 
of issuing a new supply of paper or of returning to 
the freé*coinage of silver, which had been demone- 
tized in 1873 by a large number of countries in addi- 
tion to the United States. 

From 1896 on to the peak of high prices in 1919- 
1921, no one was interested in a cheap money issue; 
but from now on the question is bound to regain its 
political importance, and unless some new factor en- 
ters to change the situation we may fairly prophesy 
that within a few years we will again face arguments 
in favor of issuing paper, or coining silver, or stamp- 
ing clay into currency. 
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New Lines and Designs 
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@ Sixty per cent black, some dark 
brown, a few lighter tones of brown, a 
few dark greens and some wine. Tailored 
types in pumps, oxfords and straps with 
walking and boulevard heels and some T 
straps. These are significant notes in 
the fall style trend as reflected in the 
fashion showing at the recent Joint 
Styles Conference. 


@ Rough and smooth finished leathers, 
plain and in combination. Java lizard in 
deep solid colorings, such as the all-over 
wine or green or some combinations of 
light buck with brown tipping and quar- 
ters, trims of brown alligator or dark 
brown calf, built-up leather heels, spec- 
tator and town types and tailored shoes 
in novelty leathers will sell. 
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for Early Fall Buying 





















@ Because: of the new handling of kid- 
skin and the new treatment of calf there 
is very little difference in the appear- 
ance of the daytime shoe. 


@ The woolen suit is today so formally 
tailored and the structure of the woolens 
is so generally different that the leathers 
blend either with the texture or the 
styles of the garment. Consequently 
the uses of the leathers are entirely dif- 
ferent than heretofore and combinations 
can vary according to whim. 


@ The uses of white and color and deep 
tones on white are accented by treat- 
ment rather than pattern. The illustra- 
tions on these pages show some interest- 
ing trends in autumn garmentry, together 
with basic types in footwear. 
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Can the Chain Win the New Fight? 


A Straight from the Shoulder 
Presentation of Combat in the New Economic Ring 


By WALLACE R. CLARK 


I he chain is doomed. 
They have hung themselves in their own chain noose.” 
So say many individual shoe retailers. 

“The chain has passed its juvenile stage and with 
manhood is becoming stronger, more adept; it has 
greater vigor, more vitality, is better trained for com- 
bat in this new economic ring’”—claim the advocates 
of chain store merchandising. This viewpoint seems 
a safer prophecy when we consider all phases of the 
situation. 

The basis of any sound business enterprise is its 
personnel. For the past ten years merchandising a 
chain of stores has been pioneering work. Many of 
our present day business pioneers have entered this 
new field and have cut strange paths thru the mer- 
chandising wilderness. Rough and ready pioneering 
methods first in use have gradually been replaced by 
more scientific advances. The original chain store 


pioneer has drawn to his side new blood. Recruits 
from the fields of teaching, banking, manufacturing, 
have passed thru the initiatory stages as chain store 
merchants; they have learned chain store principles 





and are now developing as leaders—more scientific . 
—with a better economic background—leading the 
chain to new growth. 

“The old method of chain buying has had its day. 
No longer can the chain hope for supremacy on this 
basis, for combinations of independents and buying 
groups are attaining the same ends that were previ- 
ously gained only by the chain store in their purchases. 
Therefore the era of the chain is on the wane.” In 
the chain store shoe field this change is not the most 
important factor. 

Not group buying, group merchandising is all im- 
portant. In this field no individual or group of indi- 
vidual associated stores can compete with the closely 
organized chain. Allow the individual shoe merchant 
to purchase his entire stock thru a buying organi- 
zation at the same price and with the same discount 
as the chain organization. The individual merchant 
still enters the ring—an under-dog. It is not one 
round that counts. This is a twenty round battle. 
Buying merchandise is limited to one round ; planning 
purchases likewise constitutes one round. But the all 
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important eighteen rounds consist of distributing and 
selling merchandise. Does the chain store have the 
advantage in all of these rounds? 

Round 1:—Planning. The most modern indepen- 
dent store or department plans purchases after care- 
ful fashion study. The dictates of a fashion coun- 
sellor weighed against the proportion of . business 
done in the various leathers and styles during a pre- 
ceding similar season determine purchases. The buyer 
is the department manager or store owner. He has 
many other types of duties to perform—sales pro- 
motion, personnel supervision, store operation. Plan- 
ning inventory is not his specialty. It is one of his 
many duties. ; 


Pitted against him in the 
modern chain store camp is a buyer whose one job 
is to buy the correct type of merchandise. He has 
no store operation to deflect his attention from his 
central purpose. He is assisted by a fashion adviser 
and an analyst, specialists in their fields who can de- 
vote their full time to scientific study of style and 
size—customer demand. Three specialists are plan- 
ning; pitted against them is the harassed individual 
in the independent store whose part time job it is to 
buy. 

Round 2:—Buying. The individual store has 
planned its purchases and buys 1,000 pairs of novelty 
shoes for a four weeks’ period. Classed by leathers 
these purchases are: 


7-——Heel—_, 

Leather Quantity Models High Low 
|” 2) |. RRR eee cero 300 5 3 2 
Brown Kid ............... 200 4 2 2 
Patent Leather ........... 120 2 1 1 
MET 6 5nd scccen eens 60 2 2 0 
EE 6 og 66. 05.6 Kevaeeennes 240 3 2 1 
Evening Slippers .......... 80 2 2 0 
1,000 18 12 6 


The chain store of 20 units, each averaging the 
same volume as the independent, buys 20,000 pairs in 
these quantities : 





7-—— Heel, 

Leather Quantity Models ‘High Low 
LN Eee eee 5,600 6 3 3 
| ee 3,600 5 3 2 
Patent Leather ........... 2,400 4 2 2 
: Re ,200 3 2 1 
eee 4,650 6 4 2 
Evening Slippers .......... 1,800 4 4 0 
rk eee 400 1 1 0 
Gray POET FSET 350 1 1 0 
20,000 30 20 10 


The chain of 20 stores with 20 times the volume is 
able to obtain a variety of 30 styles and by apportion- 
ing a definite percentage to the various stores and a 
reserve for the warehouse can maintain better replace- 
ment of these thirty models than the individual store 
can maintain on but eighteen models. 

This greater variety is a tremendous advantage in 
this day of varied wants and precise customer de- 
mands. The ability of the chain to keep replenishing 
sizes sold in the various units from reserve warehouse 
stock and the constant flow of merchandise from 
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factory to warehouse and then to the stores is a fac- 
tor which the individual store cannot efficiently com- 


bat. At the close of the first week’s business the 
independent store has sold ten sizes of a particular 
style and cannot reorder this small number in a 
novelty pattern. The chain has also averaged ten 
sales in each of its stores. These are immediately 
replaced from warehouse stock and an additional 200 
pairs have been reordered for future replacements. 

Rounds 3-20 :—Distribution and Selling. The con- 
stant replacement of this merchandise by the chain 
and the ability to keep a flow of desired merchandise 
is the chain’s chief weapon in this battle. Distribution, 
selling, two vital factors—give the chain a decided 
edge. But the knock-out blow is scored by the manner 
in which these same types of shoes can be liquidated 
scientifically by the chain. The independent with a 
single location must wait for the customer to arrive 
in that one location. The chain has twenty waiting 
rooms in from one to twenty cities. The rate of de- 
mand for each type of shoe is different in each lo- 
cation. By use of daily and weekly sales records and 
store inventories the wanted merchandise may be con- 
centrated by transfer to the units where the possi- 
bilities of greatest sale exist. When customer demand 
is strong in certain locations whole styles or parts of 
styles are speeded to the customers by removing them 
from a unit where they are not popular to one where 
the customers desire this type of merchandise. Liqui- 
dation is speeded, stock and money turned faster and 
new merchandise can follow in unending cycle to re- 
place that which is declining in customer approval. 
If the chain properly times its distribution to meet 
with customer desires the individual store cannot ap- 
proach it in distribution efficiency—this means also in 
effective selling. 


Economically the chain is sound. 
Where the chain store can offer to the public a suit- 
able variety of merchandise in a succession of styles 
in keeping with customer demand, the chain is best 
fitted to distribute merchandise. 

Distribution is all important. A correlation of cus- 
tomer demand with production is necessary. The 
chain shoe store is best equipped to accomplish this 
end. It has developed a powerful engine equipped to 
do this task. With the right men at the throttle, with 
wide-awake switch operators to throw this engine on 
the track of customer demand and firemen feeding 
the correct amount and kind of fuel, the chain should 
sweep along at an unprecedented speed—far out- 
distancing its rival, the independent, who is not geared 
to meet this new distribution problem. 

The development of the chain has not been cur- 
tailed. The proper timing of distribution should drive 
it ahead by leaps and bounds. 
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Leadership in WE ees ee: 
° vince a e- 
oe Pi fore the upswing 
ords AIONE = really comes, 

. business _ leader- 


ship will come to 

the front as it 
has never yet done and prove its 
right to lead. Business leadership 
in the shoe industry must soon as- 
sert itself in correction of some of 
the traditional errors and handicaps 
and in furtherance of some of the 
modern requirements in merchandis- 
ing. The public must be served and 
that service must be in line with the 
best practice of the day, as dis- 
covered in all methods of merchan- 
dising. 

It is impossible to continue to say 
the shoe business is different, for 
even the complexity of sizes is no 
modern answer to making a mystery 
of shoe merchandising, when other 
trades have established fundamental 
simplifications reducing the hazards 
in business. 

Within the month, in Washington, 
the following statement was made: 

“The people of this country are 
impatient of further talk and dis- 
cussion. They are not content to do 
nothing to prevent another depres- 
sion. Right-thinking people do not 
want to be lulled into a false se- 
curity by the siren song of returning 
prosperity. It is all well enough to 
believe in the doctrine of working 
through existing organizations, but 
more than a few million of our peo- 
ple believe that there docs not exist 
in the United States today a single 
commercial or industrial organiza- 
tion equal to the demand of the 
hour. I betray no secret when I 
say that these Americans hope and 
perhaps pray that specific plans may 
come out of the counsels of business 
immediately, but they also fear that 
too many of our coming conventions 
may prove again to be nothing more 
than magnificent battles of words. 
It is frequently said that business 
is afflicted with a hemorrhage of 
words and a bankruptcy of ideas.” 





It was followed by a statement 
made at the United States Chamber 
of Commeérce meeting in Atlantic 
City: “Business must demonstrate 
its leadership by action and not 
merely by words”’—and that, per- 
haps, “all business needed a new 
set-up wherein a group of some fifty 
men might indicate certain definite 


f 


ASK ME 
ANOTHER 


—What has been one of the prin- 
cipal causes of the business de- 
pression? 

—Fear. 

—And how does fear operate? 

—By process of a vicious circle of 
reasoning. My banker’s pessimism 
makes my broker pessimistic; my 
broker's pessimism makes me pes- 
simistic; my pessimism makes my 
business associate pessimistic; my 
business associate's pessimism 
makes his private secretary pessi- 
mistic; her pessimism makes the 
landlord pessimistic; the land- 
lord’s pessimism makes the hound- 
dog pessimistic and the hound-dog 
eats up the cat. So there you are. 


—And conversely? 


—The cat won't hiss at the hound- 
dog; the hound-dog won’t snarl at 
the janitor; the janitor will say a 
pleasant “good morning” to the 
private secretary; the secretary 
will ma over-time for my asso- 


banker will say “All’s Well!” 
—And when will all this take place? 


—Just as soon as you and | and the 
other fellow buy more shoes and 
clothing and comforts and luxuries 
(many of which are not really 
luxuries today) and have confi- 
dence in this glorious U. S. A. of 
ours. In other words we have got 
to 


“BUY BACK PROSPERITY.” 


Zee 6 Tee 


Ul President ; j 














plans, building a new stability to 
uphold standards of living. 

Just a few days ago, at the In- 
ternational Chamber of Commerce 
meeting in Washington, a similar 
suggestion was made on a founda- 
tion of an international accord for 
better business practice. 

So you see, the idea of a volun- 
tary mobilization of minds in an 
industry is both sound and prac- 
tical. Certainly, it can do no harm 
for leaders to suggest a way. We 
have found that when merchants in 
a town gather together in a com- 
mon promotion, they all benefit 
therefrom. We have also found 
that some concerns will immediately 
do just the opposite to the common 
plan, but this lone wolf policy can- 
not win: against the common good. 


Join in LAST week in 
«6 ” the Boot AND 
Sports Plan SHOE RECORDER 


> we __ presented 
the second open 
promotion plan: of the year. The 
first was built around Foot Health 
Week. We made it possible for 
every store, everywhere, to join in 
a common plan of merchandising 
that had so many different angles 
of approach that even neighboring 
competitors could talk Foot Health 
in individual manner but with com- 
mon objective. 

We are now making an effort to 
organize the selling weeks leading 
up to July 4th. They should prove 
the best selling weeks of the season. 
They have a common impulse in 
that every store carries sport type 
shoes. Every store in town and 
every store in the nation can and 
will work their own plans and pro- 
motions, for they are eager to serve 
and sell in these six weeks. 





Napoleon said armies traveled on 
their stomachs. But if they had 
taken better care of their feet it 
wouldn’t have been necessary for 
them to travel in that awkward 
posture. 


BooT AND SHOE 


20 


RECORDER 
combining THe SHOE RerTalLer, May 16, 1933 




















a, 


= 


Vn ee 


sli 


| 


il 





Whorees,, 


= 


My 
iT 


— 
—— 
— 
= 


Whine, 








ipl 


l 


| 
I 


i 
‘nll 


| 
| 


I 





\ 
Nl 


i) 
i) 


Ml 
i 


il 


| 
| 





uf 


MO 


INN 


i 
| | 


| 


| 
f 





5 i 


2 SSSSII— BS] 
tH — 
3 Saas = 


we 
S 


i 
| 
i 


(UA 
| 
| 
il 
il 


| 
| 


| 


SS: SS 
B oF 
=: SS} |= — SS 
_——— 
a$$ 

=—=—S— » = —— Oo 
—— J —_—— =. 
aS 
—=——_ S== = 
SSS _— —SS= = — 
—— ———_ — 
=":  —" ——_- ——| 
—S== — 
Ss = == =" 
SS SS =a 
J === 
—— SS SS 
—_ SS SS 
S== == 
pe —— 
=> - 

——— 

—_— 


i 
Hil 


i 


rye 





f 
| 





il 





| 




















SS 25S OES ——_—. 
SS OSS_S—SS = 
SSS SS SSS 3] S585 Sa SB 
SS. - ==> os Sa, Va 

ee = ie _—e—eeEE SSS 
—— SS Oo =F 
—=S ——_ —_————— —_- = = 
—== = —————— SS + 
—— eee 8 SS 

< = 

SS 
= — a 


im 


corrective footwear 
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SM ariflick She eS 


“Che graceful smartness... 
and orthopedic correctness 
of SLEN-TIFFICK SHOES are 
guich recognized by Women 
who Lsire Fesshion / ightness 
as well as 


t oe C 
SFEN-TIFFICK SHOES do give 
them ALL they want 


SI-EN-TIFFICK WELTS RETAIL PROFITABLY AT 


a We 6 


S!-EN-TIFFICK SHOE Co. 
Branch of The HCGodman ©. 
Co_umBus, OHIO 
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Tandrite is 


a remarkable leather 
for Children’s Shoes 


Tiny feet demand soft, gentle leather . . . 
yet snug protection. Nothing meets their 
requirements better than Tandrite Calf. 


The exclusive processes used in Tandrite 
Calf produce a leather of more than usual 
softness and satiny finish. Yet it is strong 
to resist the weather and the scuffing of 
little feet. 


You will find that children’s shoes of 
Tandrite Calf make an unusually strong 
appeal to mothers. The beautiful finish 
is equally as pleasing as the soft, durable 
leather itself. 


E.HUBSCHMBN 6& SONS, Inc., PHILB., PR. 


Tanners of Fine Calf Leathers 











KALI-STEN-IKS SUN-RA Sandal 
by The Gilbert Shoe Co., Thiensville, 
Wis., Hubschman’s Red — Blue 
and No. 133 Brown Tandrite Calf. 
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Make Outsizes Pay Pro 


By MADAME HAMILTON JEFFRIES 
Fashion Editor 


"Fie should be at least one 


store in every community that features out- 
sizes, arch and comfort footwear. 

Year after year women find a need for 
different shoes and different support in the 
arch line of their feet. The body which at 
twenty-five is alert and elastic sometimes be- 
comes settled and heavy as the years creep 
on. The foot that takes a 4B shoe at twenty 
often calls for a 6A at fifty and might become , 
a fat ankle subject at 65. The cheaply shod 
foot at twenty becomes the expensive foot at 
forty and in some cases women waste hun- 
dreds of dollars trying to find relief and 
comfort for fallen arch or metatarsal strain. 

Watch the women traveling to work, look 
at the club women as they enter the hotel 
lobby, gaze about in the street cars and you 
will see the necessity of scientific shoe fitting. 
You will also gain an impression of the lines 
of shoes which must be carried to serve the 
ever increasing demand for corrective and 
arch fitted shoes. 

It isn’t every store that can afford the 
stock and sizes required to build up a cor- 
rective section, and it isn’t every shoe man 
who has the understanding and patience to 
build up an advertised program for such a 
business. On the other hand, it might be a 

[TURN TO PAGE 70, PLEASE | 
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HOES of the outsize classification may include 
the oxford with cutouts on the throat line, 
tailored types for daytime, dressier types for after- 
noon with strippings which carry out the sandal 
expression or pumps with colonial buckles. 

Colonial tongue effecis are increasing in gros- 
grain ties with marquisite buckles mounted on 
grosgrain strap. These buckles are oblong with 
stones mounted in vertical rows. 

Heels remain in medium heights for the dressy 
footwear, expressing a new sharp back line. A 
leaning toward a new Louis with a Dutch top line 
is anticipated. 

The already accepted dressy afternoon heel will 
carry through in high grade footwear. 









HE’S THE 


Boston shoe 























F idelity to the sea-going traditions 
of New England is seen in every part of the new 
Foot Joy shoe shop for men, recently opened at 177 
Federal Street, Boston, by the Field & Flint Co. of 
Brockton. The salesroom, not more than 15 feet wide 
by 25 feet deep, has been decorated and furnished to 
to represent the den of a retired sea cap- 
tain. On the rough-plastered walls are a 
ship's clock, barometer and ship lights. 
From the beamed ceiling hang ship lan- 
terns. On the floor are hooked rugs and 
even the superstructure of the X-ray 
fitting machine has been fashioned from 
a genuine brass binnacle. 

Wall display cases have been made to 
resemble hinged casement windows, 
with painted backgrounds depicting ma- 
rine scenes in the vicinity of Woods 
Hole, Mass. 

The shop is in charge of H. T. Mc- 
Kinnon, who has sold Foot Joy shoes 
at retail for a number of years and who 
came to his new place from the men’s 
footwear department of the Jordan 
Marsh Co. 


Starting with an assured clientele of 
men who have worn these shoes for 
some time, business is being expanded 





A "Sea-Goin” Shoe Shop 


tor Men 


vw Ww 


| Maritime Traditions of New England 
| Reflected in Quaint Atmosphere of Foot 
| Joy Store in Boston, Which Is Arranged 


and Decorated to Represent the Den of a 


Retired Sea Captain 


CAPTAIN 


H. T. McKinnon, well known 


man, who is a 


manager of this unusual new 
store in Federal Street, Bos- 
ton. 


by direct mail—personal letters from the manager to 
men with whom he has had dealings before and by 
postcard advertising to lists which are being con- 
stantly added to. The postcard contains a very brief 
message, announcing the opening of the store on the 

[TURN TO PAGE 70, PLEASE] 





Men are attracted by the masculine quality of a shoe shop like this, as well as by 
its quaintness and novelty. 
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Wraacx reflect the superb skill and art 
always a dominating factor in Laird Schober 


products. 


Their market is only limited by the number 

of discriminating people who practice “the 
tad uti ” 

luxuryfof ultimate economy”’. 


Laird Schober footwear for ladies, misses and 
and children has enjoyed an enviable reputa- 
tion for the maintenance of quality standards 
for more than half a century—and now. 











SUGGESTIONS FOR 

FALL RETAILING 

IN THE JUVENILE 
CLASS 












es 
LAIRD - SCHOBER ann COMPANY 


PHILADELPHIA 


NEW YORK STUDIO 


FIVE THIRTY-FIVE FIFTH AVENUE, AT FORTY-FOURTH STREET, SUITE FIVE HUNDRED THREE 
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Ruby 
Kid 


FOR SIXTEEN 
YEARS IN 
CONTINUOUS 
SERVICE WITH 


CURTIS 
SHOE CO. 


MARLBORO, MASS. 


Standardize on 


Crane B Fase On 












ie Curtis Shoe Co. recently passed their 


fifty year mark as makers of men’s shoes. 


Their reputation for consistent quality is 
amply borne out by the names of many of 
their original customers steadily carried on 
their books. 


We, too, point with pride to the 16 years of 
unbroken service which we have been privi- 


leged to extend them through our RUBY 













The “Town” 
Style 168 


Made of RUBY KID 
Carried in Sizes 4-14 


Widths AAA-EEE 
Price $3.85 


























Ot an 
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(Curtis 


Shoes’ Alen 



















KID— in itself significant to need no fur- 
ther detailing. 


RUBY KID has proved its title to being the 
i standard black kid used in Curtis Shoes be- 
cause it demonstrated that it gives 


“The same beauty, service and comfort this 
year that it gave last year, and the same next 
year as it gave this year.” © 


*“RUBY KID is a definite SALES 
INFLUENCE” 


JOHN R. EVANS & CO. 
e 


CAMDEN 
NEW JERSEY 
e 





CINCINNATI 
PHILADELPHIA 
MILWAUKEE 
ST. LOUIS 
BOSTON 
ROCHESTER 


EVANS LEATHER 


Boor AND SHOE RECORDER 
combining THE SHOE ReralILer, May 16, 1931 

















Extra Sales and Added Profits 








Locked display cases or inconvenient 
stock cabinets have rarely sold accessories for shoe 
stores. Many merchants, in their concentration upon 
shoes, overlook the opportunities that exist to realize 
extra business and make more money by featuring 
shoe trees, laces, buckles, bows, polish, shoe ‘covers 
and the multitude of other accessories that properly 
belong in the shoe store. 

Display is half of the battle in the selling of find- 
ings and accessories. One shop on Fifth Avenue in 
New York recently sold over three thousand pairs of 
bows for pumps over a period of about two weeks. 
Every store isn’t on Fifth Avenue, of course, and few 
stores could expect to duplicate this extraordinary 
sales record. To a relative degree, however, the same 
opportunity exists in every community. 

This is a great season for shoe buckles, bows and 
ornaments. The Recorper will devote a special fea- 
ture to the promotion of these popular accessories in 
an early issue. They belong at the forefront of this 
season’s selling in the findings section and should be 


A 


Seasonable 
Merchandise 


to Make 
the Findings 








Section Pay 
Its Way 


v 


featured prominently in displays and advertising 
Today, when the smart little white enamel and small 
floral motifs that add the necessary touch of color 
are so fashionable, do not fail to give them a promi- 
nent place in your accessories merchandising program. 

The accessory note promises to dominate ail fash- 
ions for the next six months. Merchants have found 
that bows and buckles, properly promoted, are splen- 
did profit merchandise, yielding a good rate of turn- 
over. 

Accessories and findings sell best when the findings 
section has a prominent place in the store, where it 
cannot escape the attention of customers, and where 
the shoe salesman, having completed the sale of a pair 
of shoes, can refer the customer for the proper ac- 
cessories to match. In this connection do not forget 
hosiery, for if the hosiery section isn’t turning in its 
regular quota of business and taking its place as a 
material contributor to the sales volume of the store, 
certainly one of the most promising sources of extra 
business is being overlooked. 
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Hang on to prestige 






this way 





















































There is no bottom 


to a price market 


HS on to prestige for dear life. Prestige is what 
gives certain retailers a deserved profit, while 
their “price-nervous” neighbors are running in the red. 

Feature Daniel Green quality slippers. Daniel 
Green is a prestige name. There isn’t a finer . . . more 
respected piece of merchandise in your store. You 


admit it. Corstant consumer demand proves it. 

When money is tight, women are more cautious. 
Give them quality-safe merchandise, if you want 
them to consider you a retail safety-island. 

Daniel Green has not reduced quality. But 
Daniel Green has added fiiore style . . . 
sored styles that are selling. If you are not featuring 
these smart new pajama slippers and Comfys, you 
are turning prestige customers to a competitor. 


Paris-spon- 


Get a Stock of Prestige Slippers for Vacation Selling 


DANIEL GREEN LEISURE SLIPPERS 


THE DANIEL GREEN CO., DOLGEVILLE, N. Y.— CHICAGO, 29 E. MADISON ST.—NEW YORK CITY, 331 MADISON AVE.—BOSTON, 10 HIGH ST. 
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Shoe leather has to be 
good in this game 


Youd better learn that early. 


HEAV Y 


BooT AND SHOE RECORDER 


if you expect to climb 
wery high ~°° 


* * 


And not only in structural work, but wherever 
heavy duty shoes are used, the quality of upper 


leather is paramount. 


Full protection with maximum comfort is ex- 
pected. Durability to stand the hard abuse of 
hard work is demanded. Immunity from the 
effects of extreme temperature and variable 


weather are wanted. 


Kitchener, a Northwestern leather, has these 
qualities in abundance. It has been used and 
admired for over thirty years, in shoes designed 


for hard work. 


NORTHWESTERN LEATHER 
COMPANY TRUST 
BOSTON 


DUTY COMPANION 
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OTHER 
NORTHWESTERN 
LEATHERS 


RUSSIDE 
RUGBY 
ELKO 
DEERSKIN 
SMOOTH SIDES 
W.L. I. 
Newtan 
Sootan 
Elk Sides 


OF 





PERCENTAGE SIZE SELLING 























2 — 3 oa 4 _ 5 _ 6 — 7 _ 8 _— 9 

ON a *.50 *.80 *.90 *.90 *90 *60 *40 *30 *.30 
| ae *.30 1.00 1.60 1.90 1.90 160 *90 *.70 
Er 730, » *90 2.40 3.10 3.40 3.00 2.30 1.10 100 *40 *.40 
Bie os sek *.90 170 3.30 4.10 4.80 5.20 5.00 3.40 250 *60 *.60 

Pee roe OO 140 =. 290. 2e8y «440 5.10 5.60 4.70 3.20 2.70 1.40 140 *.20 = *.20 
Le eee *.20 *.30 *.40 *.40 *30 “2. *2 *2 

Total 60 200 380 660 990 1410 16.70 16.30 12.70 1020 480 430 90 .90 
| | 





How do your sales of sizes compare with those shown on this table? 


Playing the Ends for Profit 


And Giving the Middle a Chance 


Flew do you treat end sizes ? 
One prominent merchandise executive has said, “We 
will carry only sizes which show sales of more than 
one per cent of our total sales.” Another very success- 
ful merchant has operated on the theory that sizes 
must be carried for all possible customers. What 
policy should your store follow? 

Whether your sales volume is 2,000 or 200 pairs 
a week, a definite end size policy should be estab- 
lished, for the manner in which end sizes are merchan- 
dized may mean the difference between a successful 
season and a poor one. The policy of handling only 
sizes which are heavy volume sellers will certainly 
increase turnover. Likewise it will minimize the split 
sizes left at the end of a season and should cut down 
on markdowns. A reduction of markdown should 
result in added profit. Let us assume that a size 
record of sales for a three months period is broken 
down to percentages sold by size. It breaks down as 
indicated in the table above : 

If vou are an advocate of the fast turn-over theory 
and eliminate all sizes which are selling less than one 
per cent you would eliminate from future orders all 
of the sizes indicated by the asterisk (*) which, when 
added together, give 14.7 per cent of the total sales. 
Let us assume that by so doing you are also reducing 
your future inventories by 20 per cent. Is there a just 
cause for this procedure? Is it sound? 

You have eliminated all AAA and D widths at one 
sweep and by so doing have definitely turned out 7.8 
per cent of your possible customers who, to be fitted 
properly, must be sold these widths. To the average 
store such a policy would be utter folly. 


Now the other side of the problem. To carry all 
sizes it is necessary to have in stock a supply of end 
sizes, some of which always prove unsalable. At the 
end of a season these sizes, in volume, make up from 
one quarter to one half of the entire volume of the 
old season stock. As one merchandise manager has 
phrased it, “We are left with only the picture frame.” 
Mark-up and profit are definitely affected for the dis- 
posal of this group must be paid for by the middle 
size customer. Conversely, a theoretical solution 
would be to price all end sizes originally at from 50 
cents to $1 higher than those selling in large volume. 
Of course this is impractical but in our effort to solve 
the problem the buyer should handle the purchase of 
these end sizes as cautiously as if they were actually 
costing more than sizes in the body of the size scale. 


Regardless of the type of 


control exercised in buying merchandise, we recom- 
mend that a definite check be kept on the outsize 
volume of novelty feotwear ordered by a plan which 
is adaptable to your organization under these general 
lines. 

1. End sizes should be defined as all sizes selling 
under a certain (4% to 1%) percentage of total 
sales. This decision should be made and agreed to by 
both the buyer and the merchandise manager. 

2. Purchases of end sizes should be limited to a 
definite volume or percentage figure by the buyer 
and the merchandise manager. 

3. These purchases may be made in whatever style 

[TURN TO PAGE 68, PLEASE] 
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NATIONALLY 
ADVERTISING 


Darex Soles 


In 9 National magazines and newspapers 
reaching a total of over one million people. 
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7For further information 
write to 


DAREX DIVISION 


DEWEY AND ALMY CHEMICAL COMPANY © CAMBRIDGE, 
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To sell more pairs, show use of merchandise through windows 


Snap. Into Sport Shoe Selling 


The Recorder Shows “How to Do It” 


FOR WOMEN: 


Sales promotion ‘copy’ to 
stimulate for the shoe store the interest that has been 
rolling up for some weeks to real sales heights in the 
sports departments of apparel shops must be used— 
Sports Must Rule the Store During Sports Season. 

Every week—a veritable exposition of sport in the 
store. The window should bristle with showings of 
sport shoes in conjunction with sports wear models 
in dresses borrowed from the apparel shop next door. 
The sport dresses will give a window all the “atmos- 
phere” it needs and will serve the purpose of showing 
the prospective customer the correct shoes to wear 
with her gowns. 

Inside the store the window display should be 





duplicated so that the person who sees the shoes in 
the windows may come inside and pick out the style 
that has first attracted her attention. 

The store saleswoman should be attired in sports 
clothes and shoes. 

The advertising that appears in the newspapers or 
in circulars or letters should be displayed in the win- 
dows, and in the interior of the store. 

For material to further stimulate the sports urge 
display pictures of golf and tennis champions . . . dis- 
play pictures of the country clubs in your neighbor- 
hood . . . give the athletic clubs some publicity .. . 
get together information on all sporting events sched- 
uled for your town this Summer. 

Copy ideas to follow the sport movement as started 
in every part of the store should be like these ;— 

[TURN TO PAGE 7/0, PLEASE] 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, May 16, 1931 








— 








yan 
































Every week 
until July 4th 
IS 

“Sport Shoe 
Week” 


IN 
SHOES 


FOR MEN: 


A man wants color in his clothes 


A man wants comfort in his clothes. 

A man wants clothes that will prop up his esteem 
both self and otherwise because of their correctness 
under any conditions. 

And above all a man wants it easy to get all these 
things. 

During the Sport Season—there is an opportunity 
to do the man a distinct service. 

To overlook this bet is to lose the chance for profit 
until another year when the sun begins to ride high 
and the male starts attic-ward to get out his fishing 
tackle, golf clubs or target-rifle. He’s yours to get 
and serve today. 

Take as a theme for a Men’s Sports Shoe Pro- 
motion scheme this slogan :—“It’s Ten to One You're 
Our Man.” 

This will suggest copy like this ;— 

“Tf You Think You Have a Lot on Your Mind It’s 
Really on Your Feet—Summer Weight and Sport 
Shoes are What You Need.” 

“If You Feel ‘Staid’ You’re Really Not—Your 
Feet are Overloaded.” 

“Heavy Shoes are About as Popular Today as Red 
Flannels.” 

“Our Sport Shoes and Your Golf Clubs Have 
Something in Common—Make You Forget Your 
Cares.” 

“If You Think Sport Shoes are ‘Loud’.” 

“Because a Change Into Our Sport Shoes Now 
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Tie up sport shoes and smart sport accessories in windows 


Will Take About Ten Degrees Off a Rapidly Rising 
Temperature.” 

“Because a Man Is Mechanically Inclined Is No 
Reason Why He Is Able to Determine How Much 
Comfort and Vitality a Summerweight Shoe Will 
Give Him. A Surprise Is in Store for “Doubting 
Thomas’.” 

“Because You Know the Difference Between Cow- 
hide and Calf—You’ll Make May Your ‘Joy Day’ in 
Summer Weight Shoes.” 

“How to Make ‘Both Ends Meet’ on May—Change 
Into Lightweight Shoes When You Change Your 
Hat.” 

“Wear ‘Negligee Shoes’ as Part of Your Sport 
Outfit.” 


-/ , ; 

here’s Mountain Freshness in 
Our White Antelope Sport Shoes Trimmed with Tan 
at Toe, Instep and Heel.” 

“Take Your Pick—Black-and-White, Brown-and- 
White, or Plain White—The Designers Have Made 
Our Sport Shoes Excellent in Every Detail.” 

“Wear Any White-and-Tan Sports Oxford We 
Show You Knowing You'll Be Correctly Shod and 
More Comfortable Than You Expect.” 

“Compare Any of the Sports Styles Pictured with 
the Weight of the Shoes You’re Now Wearing. 
You’ll Be Surprised at the Difference. 

“The Stamp of the Professional Golfer’s Approval 
Is on Our Shoes for the Links.” 

“Our Sports Models Hold a High Place in the 
World of Summer Flannels and Colored Jackets.” 

[TURN TO PAGE 68, PLEASE] 
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AN OUTLINE OF OUR 
NEW ADVERTISING 
PROGRAM 


will be announced in the 
May 30th issue of this 
publication. 


DO NOT MISS IT. 


It heralds thousands of 
new Natural Bridge cus- 
tomers. 











BRIEF 
FACTS 


* 


Complete line of feature 
shoes for men, women and 
children. 
RETAILING $3 to $6 


* 


Constant national demand 
through radio broadcasting 


and newspaper advertising. 
* 


Two hundred styles 
constantly in stock at 
nation wide distribution 


centers. 
* 


AAAA to EEEE 
and 394 sizes. 


* 


Invaluable buying and selling 
information based on actual 


performance. 
- 


Display materials in great 
variety—including out-door 
signs, neon signs, counter and 
window displays, and 


decalcomania door signs. 
* 


Advertising helps in the form 
of complete newspaper mats, 
shoe mats, folders and 


letters. 
* 


SALESMEN ARE NOW 
COVERING THE ENTIRE 
COUNTRY 


A wire or letter will summon 
one to explain the 


NATURAL BRIDGE 
AGENCY PLAN 


* 


You cannot afford to 
overlook it 
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This name is known to every shoe man. More important to the shoe mer- 
chant, it is known to millions of other men, women and children. 


To a large number of the latter it stands for the shoes they have on their 
feet—shoes which have delivered complete satisfaction, and service exceed- 
ing their expectations. 


There are many more who have not yet tried Natural Bridge Shoes. They 
will. When they do, they will be the steady customers of the nearest mer- 
chant who has the Natural Bridge Agency. You can be that merchant! 


You owe it to yourself to make an inquiry about the possibilities of our 
cooperative agency plan. There is no obligation. A salesman in your terri- 
tory now will gladly tell you the complete story, and show you the complete 











line. 
* 


* 


NATURAL BRIDGE SHOEMAKERS 


Division of Craddock-Terry Co 


NATURAL BRIDGE ARCH LYNCHBURG * 


SHOES are scientifically de- 
signed to support the foot 
naturally and comfortably 
without sacrifice of good 
looks. 


Selected flexible outer and 
innersoles, combined with a 
special, steel construction 
arch-supporting shank, and 
other unique features, make 
Natural Bridge Shoes an un- 
usually satisfactory feature 
line—both to the consumer 
and to the merchant. 


San Francisco, Cal. 





NO. 4561 


White Elk with Black 
Willow Calf trim. 
AAA te D 2% to 9 


dge Sho 
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New York Office—Marbridge Building 
Chicago Office—Republic Building 


NATURAL BRIDGE SHOES 
for WOMEN retail 
$5 to $6 


for MEN retail 


VIRGINIA 


New England Distributors—MclIntosh Co., Springfield, Mass. 


Pacific Coast Branches $5 to $6 
CRADDOCK-TERRY COMPANY 


NATURAL BRIDGE 


Portland, Ore. JUNIORS 


including growing girls 
retail 


$3 to $4 





NO. 4563 


White Elk with Dull 
Black Calf trim. 
AAA to D 2% to 9 











Shoes When Wanted—Thru In-Stock 


A Survey of Stock Shoes to Determine Their 
Place in the Modern Distribution System 


Everyone is conscious of the 
generous amount of advice given retailers lately to 


“buy more shoes from stock and thus keep inven- 
tories down, increase turnover and reduce mark- 
downs.” 

But we all know it does not work just that easily. 
Those retailers have been severely disappointed who 
have presumed “playing” in-stock shoes is as simple 
as “playing” a chewing 
gum machine—drop in an 
order and pull out a profit. 

The manufacturer’s view- 
point has never been ade- 
quately presented to the re- 
tailer. This series of 
articles is an attempt to 
show (1) the reasons for 
the existence of in-stock 
shoes, (2) their relative im- 
portance in the industry, 
and (3) the proper way of 
handling them. a 

It will point out certain less. 
too-often-overlooked dan- 
gers connected with in- 
stock shoes, and in doing so 
will try to bring about a 
better understanding between manufacturer and re- 
tailer on this timely and important subject. 

To secure this material a questionnaire was sent to 
a comprehensive cross section of the nation’s shoe 
manufacturers, embracing the makers of all grades 
of men’s, women’s and children’s shoes. Care was 
taken to include not only those known to favor stock 
shoes, but those opposed as well. 

The utter frankness of many of the replies led over 
70 per cent of the writers to request that their names 
be not published. . Consequently it is thought best to 
withhold the identity of all who contributed their 
opinions. 


Stock Styles.” 


Overbuying?”’ 


Successful.” 


There seem to be four major reasons given for 
the existence of so many in-stock shoes today: 

1. Service to the retailer. 

‘2. Filling in gaps between mark-up orders. 

3. Intense competition among manufacturers. 

4. A combination of all three. 

Among manufacturers who maintain in-stock de- 
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No. | of a series on “Why In-Stock 
Shoes?” Following installments, to be 
published the third issue of succeeding 
months, will reveal: 


No. 2, “The Safety Element of |n- 
No. 3, “Do Stock Shoes Encourage 


No. 4, “Making It Easy to Be Care- 


No. 5, “Team Work to Make In-Stock 


partments, the great majority give “service to the re- 
tailer” as their motive. 

One manufacturer of $5 and $6 women’s welts, 
whose policy is ‘nothing but stock shoes,” says: 
“There is not one retailer in a hundred who can make 
good today and depend on make-to-order shoes except 
for a very minor part of his line, any more than a 
taxicab company could make good and depend upon 
made-to-order repair parts. 

“We adopted the policy 
of ‘nothing but stock shoes’ 
because we are sincerely 
sold on the idea that the 
shoe retailer should do the 
bulk of his business on 
‘nothing but stock shoes.’ ”’ 

A maker of women’s 
high-grade welts reports: 
“Stock shoes are not an evil 
resulting from _ increased 
competition, but have just 
one purpose and that is to 
render a service to the re- 
tailer.”” 

“They fill a real need and 
are a natural development 
of conditions during the 
past few years,” says a high-grade men’s manufac- 
turer. Another adds: “And the credit risk by the 
manufacturer has been materially reduced.” 


I, fact the gist of many 
opinions given may be summed up in this one: “They 
exist because they are of material assistance to the 
retailer in solving his merchandising problems.” 

While admitting stock shoes may help the retailer, 
one courageous maker of children’s shoes differs as 
to their origin. He writes: “We frankly believe the 
in-stock proposition was instituted not so much with 
the idea of being a service to the dealer, but rather 
as a weapon with which to combat competition. 

“Ten years ago stocks were high, orders were 
scarce, and the only way manufacturers could cope 
with the situation was to build shoes first then offer 

[TURN TO PAGE 40, PLEASE] 
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FROM 18 TO 101 
PAIRS OF SHOES 
SOLD IN ONE DAY 


Nunn-Bush sales meth- 
ods have shown in stores 
throughout the country 
that a good month’s busi- 
ness can be crowded into 
one day with Ankle- 
fashioned Oxfords. This 
is proof that better shoes 
can be sold. 
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. - » ANKLE-FASHIONED OXFORDS 
keep their good looks longer. 
Ankle-fashioning gives snug ankle fit 
- —smoother lines, even after months 
of wear. No gapping — no slipping. 


MOST STYLES 
$852 » $1090 + 31250 
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NunnBush 
Ankle-fashioned 4 
Ox FORODS 
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FROM SELLING 
BETTER SHOES 




















NUNN-BUSH SALES METHODS 
PROVE THAT YOUR CUSTOMERS 
WILL BUY $10.00 AND $12.50 
SHOES WHEN THEY KNOW THE 
ADVANTAGES ANKLE-FASHIONED 
OXFORDS OFFER 2 «2 « « 4 


Right in their own stores hundreds of merchants 
have been convinced that their customers prefer 
Nunn-Bush shoes when they learn of the style, 
fit and comfort advantages Ankle-fashioned 
Oxfords offer. 


The trend is not toward cheaper shoes. This 1931 
public is a canny public. It is looking for better 
quality. From actual sales, merchants are learning 
that bigger profits and more repeat business 
from satisfied customers can be built upon the 
firm foundation of Nunn-Bush superiority. 


Millions of readers of Nunn-Bush national adver- 
tising in the Saturday Evening Post, Colliers and 
other publications are learning what Ankle- 
fashioned Oxfords will do for them. Using the 
proper sales tactics, you will find them easy to sell. 


NUNN-BUSH & WELDON SHOE CO. 


MAKERS OF MEN'S FINE SHOES EXCLUSIVELY 
MILWAUKEE NEW YORK SAN FRANCISCO 


Complete Stocks At All Three Locations 





them to the trade. This worked well for 
the heavily stocked merchant who, as 
he sold $100 worth of merchandise, 
would replace it with $100 worth of 
new shoes. 

“This replacement had to be done 
quickly, therefore he used the in-stock 
department to help him liquidate his 
old stock and still have something new 
to sell. It worked well for the retailer, 
but developed into a race among man- 
ufacturers to see who could carry the 
mest floor goods. 


“T Ast year’s depression again 
slowed up orders. Manufactur- 
ers, having nothing else to do, again 
increased their in-stock departments. 
We firmly believe this process has been 
carried too far.” 

It may surprise you to know that, 
notwithstanding his remarks, this 
manufacturer maintains a creditable 
stock department himself. 

Insistence on the part of retailers 
causes many a manufacturer to do 
things he himself considers unsound. 

This spring a representative retailer 
told a traveling man: “I’ll be frank 
with you: If you have some hot num- 
bers in stock, I’ll give you a look. If 
not, there’s no use of opening your 
trunk.” 

Whether that attitude be right or 
wrong, just the same, when the man- 
ufacturer hears it over and over in a 
slack season, he is more than likely to 
have some shoes in stock when his 
men make their next trip. 

Bitter experience has taught manu- 
facturers the truth of George F. John- 
son’s classic epigram: “The high cost 
of doing business is nothing compared 
to the high cost of not doing business.” 

A startling statement appeared in 
the RECORDER a few weeks ago in an 
article by M. M. Zimmerman. He says: 








“Existing shoe factories can produce | 


in six or seven months the normal an- 
nual consumption of shoes in America.” 

Picture, then, the plight of the aver- 
age shoe manufacturer. To operate at 
one-half or one-third capacity is ex- 
tremely costly and inefficient. The 
trade, furthermore, is more willing to 
look at stock shoes than sample for 
make-up. 

We can hardly blame him if he puts 
some stock shoes into production, not 
so much for their own sake as to help 
out on the cost of the insufficient quan- 
tity of make-up orders he manages to 


get. 
J UST as necessity is the mother of in- 

vention, so_ self-preservation, in 
some form or another, is doubtless re- 
sponsible for the existence of many in- 
stock departments. 

The in-stock idea has spread until 
now we find almost all factories car- 
rying some stock. Most of the wo- 
men’s high-grade, high-style factories 
do not believe stock shoes are suited to 
their operations. Nevertheless, proba- 
bly the majority of them carry a stock 
of at least a few basic pumps to even 
up their production schedule. 

As to the future of in-stock shoes 
the general opinion is that there will 
be considerable further development in 
medium and low grades and in staple 
types. Very little expansion is looked 
for in high-style footwear. 

One of the pioneers of the in-stock 
idea states: “Frankly, we believe the 
manufacturer who does not stock shoes 


| 











in the future, is going to find business 
mighty hard to get. That is, unless he 
has a high-style, quick-action line. 

“But if he makes a ‘feature’ line he 
must stock it to interest the average 
dealer. Stock shoes, I am convinced, 
are the hope of the medium-sized mer- 
chant, and of the manufacturer» who 
caters to him.” 

Turning now to the retailer’s view- 
point we find his attitude toward stock 
shoes must be influenced by four fac- 
tors, (1) size of the community, (2) 
his volume, (3) grades, and (4) types 
of shoes handled. Each presents a dif- 
ferent problem, requiring a different 
solution. 

This thought is expressed by a maker 
of women’s shoes who carries nothing 
in stock: “The retailer’s location as to 
the size of the community he serves is 
a determining factor. Where the vol- 
ume is small it is highly desirable that 
he carry shoes on which he may size 
up from stock. 

“He is not in position to buy suffi- 
cient quantity of make-up shoes to 
give adequate service to his custom- 
ers. Even with the greatest care in 
selecting his sizes and widths he is 
confronted with a breakdown in his 
service. 

“But the retailer with a volume of 
8,000 to 10,000 pairs of women’s shoes 
a year will find it more desirable to 
buy most of his shoes under the make- 
to-order method.” 


O which the “general line” manufac- 

turer agrees, as follows: “There 
can be little doubt that stock shoes 
provide the ideal merchandising plan 
for dealers in small towns. The same 
applies to outlying stores in large 
cities, for they, too, are catering only 
to a small neighborhood community. 

“Such stores do well to buy every 
dollar’s. worth of their merchandise 
from stock and not grieve too much 
over the few neighborhood eustomers 
who cannot be suited or fitted within 
the range of in-stock styles and sizes. 

“Luckily for the small dealer, the 
‘big city stores’ will gladly take those 
customers off his hands. 

“Stock shoes relieve the small dealer 
from complicated buying budgets. He 
is always playing close to his belt 
buckle. His stock stays fairly even for 
he buys as he sells. He can stick pretty 
well to safe runs of sizes, ordering 
end sizes as needed for individuals 
from ‘the pictures in the book.’ Small- 
town customers are more inclined to 
wait for single pairs. The big-city cus- 
tomer turns up her nose and goes down 
street. 

“So the small-town dealer’s main 
problem is to pick the right manufac- 
turer. He needs, not the one who 
keeps abreast of Fifth Avenue, Palm 
Beach and Paris, but one who under- 
stands small communities, who appre- 
ciates the problems of small volume, 
and who is willing to take small or- 
ders.” 

To be specific, it might be said that 
the retailer in a town under 5000 had 
better stick to stock shoes entirely. As 
the population approaches the 10,000 
mark the one leading store may find 
it profitable to spice up his line with 
a few make-up shoes, while the sec- 
ondary stores should still be operating 
from stock. 

Then as the population increases the 
proportion of make-up orders in style 
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shoes will be correspondingly larger. 
Of course, this statement refers pri- 
marily to women’s shoes. 

As a whole, men’s shoes are doing a 
real in-stock job. From the lowest to 
the highest grade the retailer can do 
his entire business on stock shoes if he 
cares to do so. He can at least do all 
his staple business there, though he 
may feel the need of style types be- 
yond in-stock offerings. 

Children’s shoes in stock are plenti- 
ful, though they do not cover the field 
as completely as do the men’s stocks. 

The higher grade shoes for women 
present an entirely different problem. 
In a general way women’s shoes fall 
into three divisions, arch support or 
utility types, sport types, and dress 


types. 

T HE high-grade dealer finds his sta- 
ple corrective shoe needs and possi- 

bly his opera pump needs well covered 

by stock shoes in extreme ranges of 

sizes and widths. 

But there it ends. And there it will 
always end if the following ideas are 
correct. They come from a represen- 
tative of a high-grade Brooklyn turn 
factory. 

Says he: “No stock shoes, not even 
pumps. That is our policy regardless 
of the continuous insistence of our cus- 
tomers. They don’t realize—they can’t 
realize—this fact: In high-grade shoes 
there is no such thing as a national 
style. 

“The country comprises four dis- 
tinct style sections, the East, the West 
coast, the South, the Middle North. 
They don’t agree even on operas. The 
East wants narrow toes, the South 
must have short vamps, the Middle 
North needs medium vamps with square 
edge, Los Angeles demands feather 
edges. 

“When blue is good one district 
wants one shade, the others laugh at 
it. Calfskin pumps and tailored ox- 
fords are good in the East, yet the 
South and most parts of the Middle 
— get burned whenever they touch 
them. 


‘STN sport shoes this season may be 

different, but heretofore the styles 
that went big on the coasts turned out 
to be bargain fodder inland. 

“Furthermore, name any retailer 
you will. With everything in the 
world to choose from if he picks his 
high-grade shoes 75 per cent right, he’s 
a dandy. Then remember the buyers in 
one section don’t agree among them- 
selves, much less do they agree with 
those in other style districts. 

“Tell me, then, what chance a fac- 
tory has of picking styles to suit them 
all! In cheap shoes or staple types 
styles can be designed that have a wide 
geographical style appeal. 

“But the high-grade manufacturers 
who have listened to their customers’ 
demands for stock shoes have gone 
broke under the load.” 

The conclusion appears general that 
“what is one merchant’s medicine is 
another’s poison.” The more a retail- 
er’s business gets into the large-com- 
munity, big-volume, high-grade, high- 
style class, the less do in-stock shoes 
fill his needs. 

Worse yet, the lure of the in-stock 
department may do him more harm 
than good, as will be shown in a later 
chapter. 
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—= Smith Smart Shoes for Women 


A fascinating new style for summertime . . . Of fine 
White Ducklin— coolly sophisticated, light as air 





Style 46 Ae. : SIZES 
5.75 o 

7 : i AAA . 514 to 9 
‘ Ake... 5169 
A... . 4% to? 
Band C . 4to? 


White Ducklin 


Tan Russia Trim 


16/8 Styline be 2 ee 
Leather Heel a _ ‘ Nymph Last 





THE Jj. P. SMITH SHOE COMPANY 


Sangamon and Huron Streets, Chicago 


1051 Marbridge Building, New York 
Smith Smart Shoes for Men and Women + Dr. A. Reed Cushion Shoes for Men 





—“~ 


C. P. FORD & CO., 
ROCHESTER, N. Y. 





Archetype—a combination of style and arch shoe built to meet 
the requirements of merchants who feature quality at a price 
the average purse can afford. 

Styled with an irresistible eye-appeal, combined with genuine 
foot comfort, Archetype shoes win patronage through their Style 
—beauty—comfort—quality—and moderate price. 


C. P. FORD & CO., INC. 
Rochester, N. Y. 
DETROIT: Hotel Tuller, Mr. Ray Wegman 


CHICAGO: 1815 Republic Bldg., Mr. Ray MeCarthy 
NEW YORK: Marbridge Bldg., Mr. Jack Galway 
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MUSKETEERS| 
... that every| 


1—Established and Growing Demand 
Year by year a steadily increasing volume of men’s Arch 
Preserver Shoes has flowed through the stores of Wright 
dealers; year by year a steadily increasing army of wear- 
ers of smart shoes has turned from other brands in favor 
of Arch Preserver Shoes . . . until today more men wear | 
the Arch Preserver Shoe than any other arch shoe. 





=“ oO 





2—Alert Merchandising 


A progressive, continuous plan of selling that meets to- 
day’s requirements—and will meet tomorrow’s require- 5 
ments when tomorrow comes. In this, advantage is taken 
of each season’s possibilities for profit. In this also, 
every man—foot conscious or eye conscious—in every i 
dealer’s territory is made a definite prospect. 


3—Foot and Eye Satisfaction 


Every foot condition, every style preference, every purse 
limitation is met by the Wright line the year ’round . . . 
and further supported by a “same day service” In-Stock 
Department with a complete range of 139 styles and 129 
sizes. That’s why Wright has become the top line in 
so many of the country’s finest stores. 





SNE BOER REREAD tes gio RN 





RESERVER 
SHOE 


FOR MEN 


E.T. WRIGHT & | ( 
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0f PROFIT 
right Dealer has 





An INDOOR SHOE to pep the step of Indoor 
Men plus A New SALES PLAN to pep up 


Your Sales Volume 


Stock this shoe . . . Get this plan. 


Darex soled and heeled it insulates the feet of indoor men 
from foot-stifling carpets that cause excessive foot perspira- 
tion. 


It cushions the feet against floor shocks. 
Made of canvas, it lets the feet breathe. 


It is also a definitely better shoe for outside wear whenever 
canvas shoes may be worn. 


The new plan reaches out into a new market . . . brings 
doctors, dentists, chiropodists, barbers, musicians, hospital 
attendants, theatre ushers—all men who work indoors—to 


your store. 
Never a plan like it. Get it. 


Just write or wire. 
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Black brogue calf hand-sewed 
moccasin Blucher Oxford white 
elk top and insert, with riveted 
spiked sole and heel. Also 

furnished in brown Egyptian 
veal with white elk top and 
insert; and entirely of 
dark brown oil tanned 
veal with natural calf Mees 
lining. § tee 


White Buck Oxford 
with full wing tip, 
foxing and bind- 
ing of black calf. 
Also furnished £ 
in white buck 
and brown 
calf. 





Arch Preserver golf shoes — 
worn and endorsed by Johnny 
Golden (winner of the $25,000 
Open Golf Tournament at Agua 
Caliente), Wiffy Cox, and many 
other famous golfers. 


CO., Inc., Rockland, Mass. 








THE CREASED BREAST 


on Cuban Heels* 


Additional No Additional Cost 
Wear Over Breasted Heels 


| 


OVER A MILLION PAIRS 
Made by MEARS 
AND USED BY SHOE MANUFACTURERS 


LAST YEAR 




















NO MORE 
LOOSE BREASTING _The operation of 

covering is simplified. 
NO MORE ieittenet, itn Once in place the cover. 
SOILED BREASTING Groaned Hest Heel- stays there permanently. 


N 
eniiees Monoplaned 


MONOPLANE \/ WOOD HEELS 


FRED W. MEARS HEEL COMPANY, INc. 


AUBURN, ME. COLUMBUS, O. ST. LOUIS, MO. AUBURN, N. Y. 


Associated Companies 
Merrimack Wood Heel Co. Salem Depot, N. H. 
Conway Wood Heel Co. Conway, N. H. 


%* Heel Patent 1,718,177, Dated June 18, 1929 Heel Patent 1,761,359, Dated June 3, 1930 
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“ AND TH EN who should come galloping up but 


ED GOOSE 


_OH 
What a Thrill!’ 


Again the rolling Western plains are alive 
—with buffalo, twanging bows, galloping 
hoofs and the whoops of charging red- 
skins! Again the tom-tom beats and scouts 
thunder down the trail. Men, it’s the 
radio program of the century—for chil- 
dren and every grown-up who has a heart 
that can quicken to adventure! 


| TIE IN! Ads and 
Displays FREE 





ON THE AIR 


EVERY FRIDAY 
6:30 P. M.—E. S. T. 
5:30 P. M.—C. S. T. 
4:30 P.M.—M.S.T. 
. 5:30 P, M.—P. S. T. 
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| one Friday evening—at the chil- 
dren’s hour — it happens. A 
powerful chain of more than 50 
Columbia stations takes this thrilling 
program—with the speed of light— 
to homes all around you, everywhere, 
from coast to coast. 

We have worked out a plan which 
enables you to cash in on this pro- 
gtam and its unique interest in a very 
unusual way. 

Red Goose Radio window cards and 
streamers are ready for your windows. 
Free mats for newspaper ads featur- 
ing RED GOOSE shoes, and tying in 
with the radio program, are ready. 

Make your store the Sign of the 
Red Goose to every boy, girl, mother 
and dad who follows the son of Red 
Eagle through these exciting adven- 
tures. Here’s a harvest of sales for 
you. Write at once for free Red Goose 
dealer helps and advertising material. 


RED GOOSE SHOES 
“half the fun of having feet”’ 


FRIEDMAN -SHELBY 
BRANCH 
INTERNATIONAL SHOE CO., ST. LOUIS, MO. 


45 




























LIST OF RADIO 
STATIONS 


sence 






Eau Claire .. 


Fort Wayne . 

Houston ...ccccccccecs . 
Indianapolis......... WFBM 
Kansas City .......... KMBC 


Knoxville............ WNOX 









Milwaukee .......... *. WISN 
Minneapolis-St. Paul...WwCcco 
Nashville.....s..see.-. WLAC 
New Orleans ......--. WDSU 
Nerfoike. wcccece ee 

Oil City 

Oklahoma City ...... 4. .KFJIF 
Omaha-Council Bluffs ,.KOIL 
GHEBMGEG oc cccececececs WDBO 
Philadelphia........., WCAU 
Portland ....cccceo. « ..-KOIN 
Reno ...cccccece -KOH 
Roanoke....... WDBJ 
Salt Lake City. -.KDYL 
San Francisco .........KFRC 
Savannah... .cccccccces 
Seattle ...ccccccccccsacs 
Sioux City . . 


Spokane..... 
St. Louis .... 


Yankton....ccccccess 
Youngstown ....-.+.- 

These stations start to broad- 
cast as follows: May 29— 
Topeka, WIBW; June 19— 
Little Rock, KLRA. 








































































ALL numbers of Fancy Willow are 


meeting with great success. The re- 





action of the New York Show from 
shoe merchants and shoe manufacturers 
was in accord with one thought which is, 


“There is no substitute for Fancy Willow.” 


AMERICAN HIDE ano L LEATHER COMPANY 


$t Lours ou. * Cimcunmars 


AMERICAN Hive Ano LEATHER COMPANY.inc. AMERICAN | HIDE ano LEATHER Conpany. ro. 
ew Yor .N. MPTON ano Lercesten 


AMERICAN HIDE ano I css $A. 
ARIS Prance 
CALP ane SIDE S08 Voogs Learner Ts Tannemes DoLtiver. ano Bro. Sam Paancisco 








Lowe LLSTON-Son 








Zz FANCY WILLOW” 
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TOE PLATE 
CEMENT LASTED 





iy 


TOE 
LASTED with 
CLINCHED TACKS 











TOE LASTING PLATES — 


for Cement Toe Lasting 
LITTLEWAY SHOES 


EEE 


LITTLEWAY LOCKSTITCH SHOES 
Soles Attached by 


W/E Sole Stitching Machine 
Model C 


TTI 


LITTLEWAY COMPO SHOES 


Compo Shoes lasted by the Littleway 
Process and having soles attached 
with cement on WAC Cement Sole 
Attaching Machine — Model A, or by 
any other suitable machine. 


PRODUCE 


Smooth and flat TACKLESS TOES. 
A bond entirely around the toe. Easy 
removal of temporary fastenings. 


ELIMINATE 


Undesirable bunch at 
the toe which is difficult 
to remove. 


Undesirable tacks in 
forepart. 


Thread stranding and 
needle breakage on 
sewn or stitched shoes. 


Cost of metal plates 
on the toes of lasts. 


Uneven rippled feather 
line. 
“ 


Extra cost of tacks. 
e 


Unsightly tack holes in 
the insole. 
2 


Increased cost of tack 
pulling. 


IWLITTLEWAY 


fESS$1 











TOE PLATE 
REMOVED 


LASTED with 
CEMENT and TACKS 


THE LITTLEWAY PROCESS COMPANY 


140 Federal Street, Boston, Massachusetts 
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are the soul of the smart sport shoe. 
To help achieve these qualities the 


















‘J pattern cut from Smoke Elk with Tony Brown Calf 
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CALIFORNIA 
SHOE COMPANY 


use the 


NEW RAJAH SOLE* 














an absolutely new compound which 
combines in one material these ideal 
qualities: 







LIGHTNESS AND FLEXIBILITY 
HOLDS STITCHES FIRMLY 
DOES NOT HEAT THE FEET 
NON-SPREADING 

NON-CURLING 
LONG WEARING 












ALFRED HALE RUBBER CO. 
NORTH QUINCY, MASS. 


ESTABLISHED 1837 









* RAJAH SPECIAL SOLES ARE SO UNEXPECTEDLY COOL 
THAT PEOPLE TAKE THE TROUBLE TO TELL US SO. 










SR nn 





This shoe is one of the season’s best, sellers for the 
California Shoe Co. It is a moccasin type blucher 






trim, and carries one of the several patterns, avail- 
able in the new Rajah Special Sole. 
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“SUNRAY” SPORT SHOES 
andthe Prince of Wales. oxford, made ARE DIFFERENT 


To retail profitably at $2.95 


You can make a longer profit by selling SUN- 
RAY sandals at $2.95, for you have no competition. 
The cheaper grades that are selling at retail prices 
from $0.98 to $1.98 are all made and look alike. 
The difference in our wholesale price is very nom- 


inal. 


SUNRAY sandals are the only ones built on a 
sport last with genuine leather counters, Hercules 
box toes, steel shanks, made in half sizes and two 
widths, and the white and white combinations are 
pure white, not natural or bleached white. 


The better trade in your town will buy SUNRAY 
sandals, for they are outstanding and different and 
are the only ones of their kind. 


We carry a complete line of wooden beach clogs 
in different heights of heels and in a variety of col- 
ors. Prices from $10.50 to $18.50 per dozen. 

Samples and prices will be submitted on request. 


722 Broadway, New York City 














> Ni 


THE TOUCH OF INDIVIDUALITY 
PATRONS APPRECIATE 


Now — beautiful, expressive American Seat- 
ing Company fitting chairs add to the dis- 


tinctiveness of your shop environment—give ’ 
it a charm and individuality that better pa- ES WAY. AT 16 ST. ‘ 


trons appreciate. Our free booklet, “New N E W yO R K 


Styles in Shop Seating,”’ shows you how seat- 
ing helps sell more shoes. Please send for it. 


American Seating Company i pst for 1000 Guests 
Makers of pom / fection for Schools, Churches EVERY ROO M WITH 


| ® General Office: 14 JacksonBivd.,Chicago I 
b i 714 . 7" ic tthe a pit 
BRANCHES IN ALL PRINCIPAL CITIES il y BATH and RADIO. 








oi ii $950, $4.00 | 
Thin sissoc" 
= 


ft 
| hotel. 10 minutes from 
Times Square. 


Niro ~ = ay — 
__— 2m ote ate ete etm etme Atm ote ate te ete ek tm em tm ek te ee elm 





aa ae 





next visit to New York 


aa| a iit A | 500 CAR GARAGE ADJOINING 
f Wt 
e | i i Cut out this ad and on your 
ti 2d = present it to the registration 


Settee 9513—New in design— ~ : avd — te — 
i 3 room 50. 


in eppeal, Smart, comfortable, 
economical D.W. STEWART, Manager 





By 
’ 
AN ee) ee er er ee 


a a a ae a a) a) a a re 0 


ON ee ee ee 
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¢¢**+*The adding machine doesn't GUESS : « 
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eee Machine grading takes the GUESS ee eeee 
out of Shoemaking 


The Coordinated Last and Pattern system is the only method of grad- 
ing lasts and patterns with machine precision. All other grading is 
hand grading and, therefore, subject to inaccuracies. It is practically 
impossible to make “hand-broken” lasts progress up and down the 
size scale without some distortion of proportions. Coordinated Lasts 
: and Patterns assure perfect fit through exact union of last and pat- 
tern. Every size retains the same heel height and toe spring as the 
Model 4-B size. The vamp seam comes exactly in its proper place 
and every line of the pattern is placed with scientific accuracy. The 
Coordinated Last and Pattern system effects a saving in upper 
stock, for there is no surplus leather to be pulled out and cut away. 


Cripples are reduced to the minimum. 


COORDINATED LASTS and PATTERNS 





UNITED LAST COMPANY + BOSTON + MASS. 
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BLOG’S 


CAMP MOCCASINS 
IN STOCK 


Black and Brown extra heavy water proof leather 
Men’s sizes G6 tO Ales cscccccccccsessccccces eves 
Boys’ sizes 2% to 5% 

Youths’ sizes 12 to 2 


Send for Samples 


BLOG SHOE CO., Inc. puss? st. 
a 


MARVELOUS VALUES 
Regent Opera Pumps 


IN STOCK 


2940 White Kid, ma - _ 
la atin, 


2996 Black Moire, Louis 
WD cccccccccesscccocccccces : 2.10 
29M6 pwd Moire, Heel, 


Also Latest Novelties to Retail 
from $3 to $6 


Lazarus Fried & Sons, Inc. 
120 DUANE STREET NEW YORK 


—_ * 





We Challenge Comparison with Any 
Other Shoes in the Country at 
These Prices 


7 


1431—White Kid, open shank, 20/8 
heel. 


1432—Same, baby, 16/8 heel. 


1411—All patent leather, kaffor kid 
trim, open shank, 20/8 heel. 


1412—Same, baby, 16/8 heel. 


1571—All patent leather, white kid 
trim, open shank, 20/8 heel. 


1572—Same, baby, 16/8 heel. 


wer Kid, a kid trim, 
shank, 20/8 heel. 


PER baby, 16/8 heel. 


LEVEY BROTHERS SHOE COMPANY 
145 Duane St. New York City 


$2.25 


MADE IN THE U. S. A. 


price $2.85 


Straps and Oxfords, all 

white, white and black, nat- 

ural and brown, combina- 

tions. AA-C widths, sizes 
2¥% to 9. 


Same in 3 Eyelet Oxfords 


J. WEISS SHOE CO. 


137 Duane Street New York City 





HIGH GRADE UNBRANDED 
“COMPO” ALL LEATHER SHOES 


A new, modern, scientific method 
of Shoe Making — Eliminating 
tacks, staples, nails and stitches, 
which assures better fit, longer 
wear, smarter appearance and 
faultless flexibility. 


Seamless Pumps 20/8 Louis Heel 
1515 Patent $3.25 
1516 Black Demi-Glaze Kid 3.35 
Regent Pumps, 16/8 Louis Heel 


1525 Patent 
1526 Black Moire Satin... 3. 
1527 Black Demi-Glaze Kid 3.35 


MORSE @ ROGERS 


N. Y. Branch, International Shoe Ce., Inc., Duane and Hudson Sts. 


No. 1551 


1551—Black Calf AA to C..... $3.75 








Bob Campbell’s 


Professional 
Golf 


2110 


Price 

$4.50 
2110—Men’s Combination Brown i. as above with Avon’s 
Eskimo Calf Moccasin Golf Oxford. “‘Tri-Du-Flex-Grip Gristle’ solo an and 


Leather sole and heel with steel studs, heel, widths A to D, sizes 6 
widths B to D, sizes 6 to 11. 


Samples submitted prepaid. 
POWELL & CAMPBELL 
122 Duane Street, New York City Established 1879 








Boot AND SHOE RBCORD: 
combining THE SHoB Reraitm, May 16, 1931 _ 




















THE HIT OF THE SEASON 


Genuine SUVA Cloth—Correctly 
Styled—Popularly Priced 















0. 4600—Natural Suva Cloth, 
trimmed with sea sand kid— 
16/8 high Cuban heel. 


No. 4601—Wwhite Suva Cloth, 
trimmed with white kid—16/8 
high Cuban heel. 


No. 4602—White Suva Cloth, 
trimmed with Kaffor kid—16/8 
high Cuban heel. 

In Stock—At Once Delivery 
Widths A—Sizes 


B Sizes 31%4/8—C Sizes 3/8 


Made—Beautifully 


4/8— 


Crescent Shoe Company 


131-133-135 DUANE STREET, 





NEW YORK CITY 


WORK MARKE 


TeRRRPERRERERRER REM ERMM RRP UP REPRE RRR RRR REPRE R ELSE. 
eI ATED SOIT TOCA Sa 















TOP QUALITY 


Soe mas, bor. 
aA 
ie 


She GREAT WHOLESALE. MARKET 






© aFADE $f, 
& 219 





PLAY OXFORDS AND SANDALS 













Goodyear welts 
Unlined 


Tan and Smoked Elk 
B, C and D Widths carried in stock 


5-8, $1.75—8%-11, $2.00—11%-2, $2.25 


Samples Submitted Upon Request 


LYONS & COMPANY 


122 Duane Street 


New York, N. Y. 


SPECIALIZING IN SHOE STORE NOVELTIES 
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THE SEASON’S SENSATION 


No. 


white kid tip. 
kid with natural 
vamp, 


High Cuban heels. A, 
widths—Sizes 3 to 8. 


3119-—White kid Oxford 
with white webbed linen vamp, 
Also in nut brown 
webbed 
nut brown kid tip. 
in black kid with white webbed 
linen vamp, black kid tip. 


IN STOCK 





linen 
Also 


All in 
B& C 


$2-15 









No. 3119 


BLEECKER SHOE CO., INC. 


Boston: 216 Essex St. 


Philadelphia: 
17 No. 4th 





A wi. 9 ae 
Sele adi awe 


138-140 Duane Street 





7 
this 






Pittsburgh 


Headquarters: 
Hotel Henry 


White and Black By Shoes are = —w lined 
Trimmed shoes and Sea Sand and Putty Trimmed shoes are 
All C wide—Sizes 3 to 8. 





M\t Levor’s White 


Levor’s 
Covered Ouban 


Covered 





“DAYTON” 


White Cab. Oxford Almora 


trim 16/8 


Levor’s y-™ Cab. Regent Almora Trim 20/8 


“Cab. Centre Buckle Almora Trim 
20/8 Covered Spike & 16/8 Covered Cuban 


Levor’s White Cab. Oxford Black Calf Trim 
Levor’s White Cab. Regent Black Calf Trim 
Levor’s White Cab. Centre Buckle Black Calf 


Trim. 
Sea Sand Kid Oxford, Putty Beige Kid Trim 
Sea Sand Kid Regent, Putty Beige Kid Trim 


Sea by ~e. Kid Centre Buckle Putty Beige 


Kid 
Above s.x styles come 


20/8 Covered Spike, 15/8 Covered Cuban, 15/8 Covered Junior Louis. 


White and Almor 
pastel sheep lined. 


B. Friedman 
Shoe Co., Ine. 







109 Reade St. 
New York City 





























KING OF STYLISH STOUTS 


Over 1000 NEW Fall and Summer Styles now on display 


to choose from. 


Widths AAA-EEE in all leading materials. 


142 Duane St. 


Remember—we are the King of Stylish Stouts—and 
WE WILL NOT BE UNDERSOLD! 








New York City 















High Grade Turns 


IN STOCK 


No. 





Buckle, 
Toe, 








1518—Parchment 
Brown Kid Trim, 
20/8 Sp. Heel....... 


. 1519—Puarchment Kid as 1518, 
16/8 Sp. Heel........cceee $4 


1522—Natural Linen, 
Kid Trim in 20/8 





Kid, Center 


Mod. 
$4.35 





in 
35 


. 1520—White Kid as 1518, Patent 
Trim in 20/8 Sp. Heel..... $4.35 


No. 1521—White Kid as 1520, in 16/8 
Sp. Heel $4.35 


Gold Silk 


























— 
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shape 
is a 
giit 
os on 


but the form ... ah! that depends... 


Take shoes f’r’instance . . . there’s only one 
sure way to keep them in good form. 


Righto ... Miller Trees... 


And you’d be surprised how easy it is to 
sell them to golfers. They’re quick to see 
what happens to their pet golf shoes if 
they’re carelessly thrown into a locker wet 
and soggy. Just try it! 


O. A. MILLER TREEING MACHINE CO. 


BROCKTON 
MASS. 


MILLER 
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NATIONAL NEWS 


SATURDAY, MAY 16, 1931 











EVERY WEEK 











Marked Increase in Production 





Total for March Shows Gain Over Corresponding Month Last 
Year and Decided Increase Over February 


WASHINGTON, D. C.— For the first 
time in many months, shoe production 
for the country as a whole in March 
showed an increase by comparison with 
the corresponding month of a year ago, 
indicating that the steady downward 
trend in factory output has not only 
been checked, but that the increase in 
production noted in February was ac- 
celerated in March to a point at which 
the production for the corresponding 
month a year ago was exceeded. 

With the exception of September, 
1930, shoe production in March reached 
the highest level in the past fourteen 
months. 

The gain in March was relatively 
small, amounting to 1.8 per cent, ac- 
cording to figures just issued by the 
Census Bureau. By comparison with 
February of this year, however, March 
production showed an increase of 21.6 
per cent. Despite this increase in 
March, the total production for the 
first three months of the year was 9.9 
under the first quarter of 1930. 

Total production of boots and shoes 
in March amounted to 29,154,774 pairs, 
as compared with 28,625,644 in March, 
1930, and 23.970,956 in February, 1931. 
The increase was chiefly in women’s, 
misses’ and children’s footwear, men’s 
shoe production continuing to show a 
loss which brought the total decrease 
in men’s shoes turned out during the 
first quarter up to 18.8 per cent. Wo- 
men’s shoe production, however, showed 
a gain in March of almost a million 
pairs over March, 1930; production of 
misses’ and children’s shoes gained 
nearly half a million. 

These figures are based upon reports 
from 1185 factories, manufacturing 
more than 98 per cent of the total out- 
put of footwear, other than rubber, in 
the United States. 





Golf Tournament Postponed 


Boston, Mass.—The annual spring 
golf tournament, run under the aus- 
pices of the New England Shoe and 
Leather Golf Association, which was 
scheduled for May 19, has been post- 
poned to Thursday, May 21, and will 
be held at the Wollaston Golf Club. 
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On the Up and Up 











PRODUCTION OF BOOTS AND SHOES 
MAROH, 193 


PRODUCTION OF FOOTWEAR, OTHER THAN RUBBER, BY MONTHS 
1929, 1930 AND 193! 





JULY 
AuG. 
SEPT 
ocr 
NOV. 
OEC. 


z rae ae 
e]f)gl8) 315 











Observe the sharp rise in shoe produc- 
tion in the first three months of 1931, 
as indicated by the heavy black line on 
the chart and note how it crossed the 
1930 line for an increase in March. 
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Sandals Smart 


Kansas City, Mo.— The popularity 
of Morocco sandals combined with lace 
cloth has necessitated a reorder in just 
one week after the first shipment ar- 
rived, according to Arthur Glucksman, 
manager of the local I. Miller Salon. 

Perhaps the reason these slippers 
have won instant favor is because they 
not only combine style with coolness, 
but they also may be had in an array 
of smart colors to harmonize or con- 
trast with Milady’s costume. 

In these sandals the red, blue, green, 
seasand and brown Morocco leather is 
combined with the natural Suva cloth, 
while in the black or white leather, 
with the white Suva. 

These particular sandals feature a 
T-strap pattern. 
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Orders Pick Up 
in Chicago as 
Summer Nears 


CHIcAGcoO— The Chicago wholesale 
shoe market maintained a distinctly op- 
timistic tone during the past week. 

G. E. Hansen, in charge of sales for 
the local branch of the Peters Shoe Co., 
reports a decidedly satisfactory run of 
orders. He says: “We are two weeks 
behind in filling our orders in spite of 
the fact that we have greatly stepped 
up production at our factories. It is a 
situation that we foresaw in view of 
the unusually low inventories being 
carried by most shoe dealers. 

“In the women’s line, linens, perfora- 
tions, cutouts and bright colors are out- 
standing, with quite a run on patent 
which has been dead for a number of 
years now. 

“Men’s sport shoes are going strong 
and we are selling more tans, two-tone 
tans and tan-and-white combinations 
than black-and-white sports.” 

G. Groves, president of the 
Groves Shoe Company, also finds busi- 
ness running along nice and firm. 

“We can truthfully say,” Mr. Groves 
asserts, “that business is very good 
considering all conditions and we have 
no cause for complaint. Our unit sales 
this year exceed those of last, but of 
course total sales volumes are off 
slightly in comvarison. 

“There is a big call for sport oxfords, 
linens and sandals. Perforations are 
good and tinted linen sports with 
leather toe and.quarter in a shade to 
match the new summer frocks are 
strong sellers. 

“Our salesmen’s orders continue to 
arrive in volume and I’ve a sneaking 
idea that they will keep up the pace as 
long as the men actually try to sell 
shoes.” 

According to Mr. Groves, the new 
lace cloth is going quite well with them. 
They offer it in pumps and straps with 
toe and quarter of leather. “It prom- 
ises to be a very popular material,” he 
concludes, “and it is very light and 
comfortable because of the porous na- 
ture of the weave, although at the 
same time the material is quite strong 
and sturdy.” 

Cool weather has interfered seriously 
with the development of a normal vol- 
ume of spring business in the retail 





stores of Chicago. 



















































































New York.—One hundred fourteen 
exhibitors have been signed up six 
months in advance of National Sea- 
sonal Opening and Shoe Display Week, 
scheduled for Nov. 16 to 20 in New 
York City. Following a New York 
meeting, ~ 9 A. Selby, president of 
the National Boot and Shoe Manufac- 
turers Association, announced a com- 
mittee appointed by the board of di- 
rectors and given full power to carry 
out the plans of the week. President 
Selby says: 

“It seems to be the consensus of 
opinion of shoe manufacturers that in 
addition to a seasonal improvement in 
business this fall there is also ex- 
pected a general improvement and 
earlier ~~ * for fall and winter re- 
quirements. Raw material prices are 
so long that excellent values can be 

ven, and retail stocks are admittedly 
ow throughout the country. The shoe 
manufacturers, therefore, believe that 
in opening our season in November 
through the staging of this National 
Seasonal Opening and Shoe Display 
Week, there will be an additional im- 
petus given to the shoe business. 

“While the shoe manufacturers do 
not anticipate the booking of heavy 
orders in the middle of November, it 
is believed that substantial business 
will be secured from the Pacific Coast, 
the South, and the Southern Atlantic 
Coast resorts, where the season opens 
earlier and style trends are estab- 
lished.” 

The president of the association was 
also empowered to appoint additional 





Jefferson Bender Predicts 
Alligators for Fall 


New York.—According to Jefferson 
Bender of the Jefferson Trading Corp., 
formerly known as the Jefferson Im- 
port Corp., “the open weave fabrics 
which are enjoying great popularity 
at the present time will undoubtedly 
A  eaaaaaae in the fashion picture for 
all. 

The vogue of reptilian leathers will 

probably include alligators, according 
to Mr. Bender, who, as president of his 
concern, which has contact with all the 
manufacturers of high-style shoes, is 
in a good — to know. 
_ The Jefferson Trading Corp. is look- 
ing forward to an exceptionally good 
fall season on their products. Arthur 
Bender is leaving soon for a trip to 
Europe to search for new materials and 
ideas for American manufacturers, 
while Jefferson Bender is leaving for 
an extended trip through the Middle 
West this week. 





‘Ta city of Los Angeles has included 
itself among the cities bidding for 
the annual convention of the National 
Shoe Travelers’ Association, to be held 
next January. The Olympic games are 
to be held, also, in that city, which is 
an argument being used by the munici- 
pality to attract as many conventions 


November Shoe Week Assured 


President Selby Reports 114 Exhibitors Signed Up for 
Manufacturers Showing in New York 


committees, and each regional chair- 
man to appoint members of his re- 
gional committee, as may be found 
necessary. The assignment of space 
will be handled from the headquarters 
of the association, with the coopera- 
tion of regional chairmen: 
General Chairman—Jay O. Ball, 
managing director, National Boot and 
Shoe Manufacturers Association. 
Chairman for St. Louis and Sur- 
rounding Territory—Harry G. Johan- 
sen, Johansen Bros. Shoe Company, St. 
Louis, Mo. 
Chairman for the Middle West— 
Walter J. Booth, Walter Booth Shoe 
Company, Milwaukee, Wis. 
Chairman for Philadelphia, Balti- 
more and Surrounding Territory—John 
C. McKeon, Laird, Schober & Co., Phil- 
adelphia, Pa. 
Chairman for New York State, out- 
side of Metropolitan Area—E. J. 
se C. P. Ford & Co., Rochester, 


Chairmen for New England: 

Manufacturers Women’s Shoes—Ray- 
mond V. McNamara, Wright-Gorevitz- 
McNamara Company, Haverhill, Mass. 

Manufacturers of Men’s Shoes— 
Charles E. Moore, Geo. E. Keith Com- 
pany, Brockton, Mass. 

Chairman Banquet Program Com- 
mittee—George Miller, I. Miller & Sons, 
Inc., Long Island City, N. Y. 





Sandals for Summer | 











as possible. 








This striking newspaper advertisement 
by O’Connor & Goldberg forecasts the 


Chicago Styles 


At O’Connor & Goldberg’s, P. M. Sei- 
gel, buyer of women’s shoes, said: 
“Marcelle is the biggest seller with us 


at present. In this popular material 
the preference runs to black, beige and 
brown in the order named. Marcelle is 
good in pumps, straps and oxfords. In 
the leather sport shoes elks are selling 


well. Sandals are very good, in a va- 
riety of colors. The reptiles, espe- 
cially watersnake, are good sellers. 


The black-and-white numbers are com- 
ing along now.” 

At Joseph’s, G. L. Herrick, secretary, 
reproted that reptiles are very much in 
demand. “They are always strong sell- 
ers here,” said Mr. Herrick, “possibly 
more so than where the prices run 
higher than ours, which is $4. Right 
now parchment kids with brown trim 
are running ahead of everything. Next 
comes black parchment with reptile 
trim. 

“Marcelle is starting to sel} here, 
and the call is mostly for white with 
brown trim and black with patent trim. 

“Sport shoes have started well not- 
withstanding the cold weather.” 

At Berland’s, on Washington Street, 
R. G. Goldberg, manager, said: “Black 
kid is still the biggest thing with us— 
in ties and pumps principally. Linen 
is coming strong. In our St. Louis 
stores blondes are going like a house 
afire. Two of our hottest numbers here 
are black and white pumps with wing 
tips. We can’t get enough of these. 
Other black and white numbers are 
selling well. In sport shoes brown and 
black combinations are best at present. 
We're getting set for a drive on woven 
sandals as soon as the weather gets 
warm enough. Last year these went 
very big, and we expect them to repeat. 
Business is running ahead of last 
year.” 

At Metz’s men’s shoe store, Reuben 
Metz, president, said: “Sport shoes are 
picking up fine—mostly in custom lasts. 
Square toes, even the narrower ones, 
are growing less and less. Black and 
white and dark tan shoes are selling 
best now. For summer I intend push- 
ing lighter shades of tan. For at- 
tracting new customers to the store I 
have used successfully a number of un- 
usual window attractions. 

“For instance, sports features. Box- 
ing is getting a lot of publicity here 
now, and I’ve tied up with that in the 
last two weeks by showing pictures of 
the welter and lightweight —r- 
Next week I’ll have Schmelling’s Nn. 
These are all autographed to me.” Mr. 
Metz, by these methods, has drawn the 
patronage of a great number of devo- 
tees of various branches of sport. 
Harry Rogers, of Pontiac Shoe Mfg. 
Co.,makers of arch welts and style welts, 
offered these observations on the busi- 
ness trend: “In the style types of welt 
shoes, black kid remains outstanding. 
Straps and ties are about equally in 
demand. There is a big call for blue 
kid, and we think blue will be good 
right through the season. Almora and 
beige kid with reptile trimmings have 
been consistent sellers, and we antici- 
pate a big white season in both kids 
and fabrics. 

“This will be the biggest sport shoe 
year in the history of the shoe busi- 
ness. We’ve had a considerable call for 
punched oxfords in light shades of elk, 
all-over one color or blending tones. 
White elk oxfords trimmed with black 





summer vogue for sandals. 


or tan will be very active sellers.” 
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Styles in Motion 


Shoes Actually Selling at Retail 
in North, East, South and West 


P rovidence, R. I., “One of our 


best sellers at present, and a shoe which I believe will be a good money 
maker throughout the next few months, is a spectator sport in sea-sand 
calf with Spanish brown calf boxing,” states William R. Briggs, man- 
ager of the Walk-Over Shoe Store of this city. “This has been fea- 
tured in three styles—the Fancy Fox Poker tie, which is the best 
selling model, the strap and the pump. 

“Response to our newspaper and window publicity on these models 
has been unusually good. We have had no real criticism from any 
shopper concerning the shoe or its styling. In fact, it seems to be just 
what many women have in mind for a spectator sport shoe. One of 
the features which women seem to like is the ventilation in the shoe 
which makes the foot more comfortable during the hot weather.” 

* Ok * 


CHICAGO, ILL.—“Dressy as the Devil!” is a catch phrase that 
brought them pouring into O’Connor & Goldberg Chicago stores in 
response to an advertisement featuring Beige Marcelle. 

At least so says A. L. Rosenberg, assistant buyer, now in charge in 
the absence of Paul Siegel, who has been vacationing at French Lick 
Spa. 

“Ever since Mr. Goldberg brought this material back with him from 
Paris the public has been storming us for it,” he says. “And the ad 
shown here was run in the morning editions on a Thursday. We con- 
servatively estimate that it brought a 25 per cent customer increase 
over our regular daily quota.” 

Their first order for the material was 15,000 yards. They doubled 
that on their second order, and have had to size up several times 


already. 
According to Mr. Rosenberg, 


people mention their ads and list 
the following good points for 
Marcelle: “It is very easy to 
clean. It actually wears better 
than kid. It is much more com- 
fortable than kid. It is very soft 
and comfortable on the feet.” 
Incidentally, this last reason 
seems to be the foremost com- 
ment of most women. 
Practically no complaints have 
been registered, Mr. Rosenberg 


concluded. 
* * 


CLEVELAND, OHIO—A 
Zephyr Gray open shank kid shoe 
with gray lizard trim has been ul nother Lact Shoe that 
featured by Stone Shoe Co. . Cuncimmati. 0. sponaéns 
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WHERE TO BUY 
Men’s Shoes 













tn Stock Service 


EM.HOYT SHOE CO. 
oom EG Manchester, N.H1. 


15 STVLES' 
RETAIL 





“A MAN’S DECISION” 


THE 


WEL» 


Boston—183 Essex Street Shoe 
N. Y.—915-917 Marbridge Bldg. 

















FOR MEN 
M. A. PACKARD CO., Makers (P) 
eo BROCKTON cee 


NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, oe 
Syracuse, N. Y., U. A. 
MEN’S FINE SHOES "EXCLUSIVELY 














Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 














Richards & Brennan Co. Randolph, Mass. 

















AST WEYMOUTH,MASS. U.S.A. 




















A Daily Newspaper Features Footwear 
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Comfort and Style Combine Forces in the New Health Shoes 
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Here’s how the Milwaukee Sentinel eploited the new season’s styles in footwear in a 


recent full page promotion. 


splendid example of newspaper promotion to the attention of their own papers. 


Shoe merchants in other cities might well call this 


Shoe 


stores, in the course of a year, spend many thousands of dollars in newspaper adver- 


tising. 


Is it unreasonable to expect a certain amount of cooperation? 








To Plan Fall Selling 


CoLUMBUS, OH10—The salesmen who 
cover every section of the country for 
the H. C. Godman Co., which operates 
eleven shoemaking units in Columbus 
and Lancaster, will be called into their 
various distributing branches about 
June 1 for the usual semi-annual sales 
conferences when the new models for 
the fall season will be available. Until 
that time the salesmen are working on 
orders for immediate shipment, which 
are coming in fairly well, when the 
lateness of the season is considered. 
The factories of the Godman Co. are 
being operated at about 70 per cent of 
capacity with a daily production of 
about 25,000 to 28,000 pairs. 

The distributing branches of the 
company are located in Columbus, New 
York, Atlanta, Kansas City, Chicago 
and San Francisco. Robert A. Grieve, 
sales manager of the company, an- 
nounced that prospects for the coming 
season appear very bright and the new 
models are expected to attract wide- 
spread attention. 


The Walker T. Dickerson Shoe Co., 
which is operating the former Rilley 
Shoe Manufacturing Co. plant, is also 
arranging for the fall season, which 
looms un fairly good. 

New styles and models will be avail- 
able for the salesmen when they start 
on their trips, and special attention is 
being given to styling. 





Sol Weinstein with Nelson 


NEw YorK—Sol Weinstein, who was 
recently with the Deauville Import Cor- 
poration, New York City, is now asso- 
ciated with Nelson Brothers Company, 
159 Leonard Street, New York City, 
as sales and advertising manager. 

The Nelson Brothers Company, de- 
signers and manufacturers of shoe 
buckles, have been compelled to take 
additional space. They now occupy the 
entire fourth floor at the above address, 
some 8000 square feet in area, where 
every phase of shoe buckle manufac- 





ture is carried out 
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Bench turn. Made of Cham- 


pagne Kafforite Glacé 
17/8 Cuban wood heel. 
Laird, Schober and Co., 
delphia, Pa. 


Calf, 
By 
Phila- 


NEW AUTUMN 


COLORS 


Kafforite 

No. 
K317 Prado Brown 
K324 Mooresque 
K308 New Admiralty Blue 
K316 Leaf Brown 
K309 Paddock Green 
K327 Chanel Brown 
K328 Marcasite 
K307 Cinnabar 


Embossed Calf Grains also 
in above’ shades 
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Tolco 
No. 
T425 
T406 
T408 
T426 
T409 
T441 
T442 
T407 
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That Indefinable Something- 


in quality footwear 


The alert shoe merchant who is carefully scrutinizing his customers’ buying attitude 
knows that he must place his faith first upon quality to adequately insure their con- 
tinued patronage. This is more emphatically true today than ever—both in the 
medium and fine grades. 

In worthy footwear, style is essential for getting customers into the store, but quality 
is the factor or acid test after the sale is made. 

This “indefinable something” which goes into the making of worthy footwear is the 
interest of the craftsman to do his job well. KAFFORITE Glacé Calf is made 
that way. 

Every detail from the selection of skins on thru the many details of superior tanning, 
has a part in the fineness of the finished product: a mellow, glove-like feel, a fine 
grain with tight break, smooth, lustrous sheen with depth of color tone, and of 
light weight—yet sturdy and shape-holding. 

KAFFORITE Glacé Calf aids the shoe stylist to enhance the beauty of pattern and 
safeguards the merchant's reputation for selling worthy footwear. 

Its cutting area is uniform, and it fits into the cost budget of medium and fine 
grade footwear for women. 


Ask your manufacturer to show you his numbers 
made of KAFFORITE. Color swatches on request. 
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WHERE TO BUY 
Dancing Shoes and Taps 
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THEO-TIE 


A well-made turn 
slipper for Musical 
Com: neing. 
In big demand by 
all dancers. In 
Pink, White or 
Black Satin, Pat- 
ent Leather. Re- 
tails profitably at 
$6.50 In White 
Canvas, retails 
rofitably at 
Bi.90. 















SEND FOR NEW 
1931 IN STOCK 
OATALOGUE AND 
AGENCY PLAN. 












T 
No. 9780—Black Kid 
$1.75 


No. 9785—Patent 
Leather 


BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts. 
Philadelphia 








TURN COMFORT SHOES 


Straps 
Oxfords 
Boudoirs 

Tap Slippers 





The Best Values on the market today 
to retail at $1.98 to $2.98. 
Write for samples 
GLENN ROBERTSON SHOE CO. 
MINNEAPOLIS, MINN. 
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WHERE TO BUY 
Slipper Ornaments 
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Pompons BOWS Ornaments 


of Every Description for 
Boudoir Slippers 





The right merchandise at the right time 
Selid colors in stock—samples on request 


HY-GRADE SLIPPER SUPPLY CO. 
603 Broadway New York City 























One-half of the shoe world doesn’t 
know how the other half does business. 
The above pictures depict shoe selling 
as it goes on winter and summer alike 
on world-famous Maxwell Street in 
Chicago, in the open-air Ghetto market 
district. 

Here, one may buy shoes of every 
description (and some that defy it) 





for any price, from ten cents a pair 
up. The gamut runs from old cast-off 
shoes to $10 a pair models. The mer- 
chandise: is conspicuously displayed as 
shown, and a sort of self-service plan 
is in use. Crowds mill about the stands 
constantly. The photographer had to 
get up early to get these pictures before 
the jam started. 








Improved Sentiment Found 
in Cincinnati 


CINCINNATI—Herbert Lape, Sr., of 
the Julian Kokenge Co., said last week: 
“The shoe business, on the whole, has 
been off all over the United States, but 
we have seen a remarkable change in 
sentiment during the past six weeks. 
There has been a much improved de- 
mand for better grade shoes. Women 
are opposed to sales shoes and dis- 
tress merchandise. Quality and ser- 
vice and shoes that fit are getting the 
market now.” 

Julian Kokenge Co. are making up 
their fall samples, and Mr. Lape stated 
that brown undoubtedly would con- 
tinue in popularity, trimmed. Calf 
ooze, trimmed up with reptile trims, 
will also be saoeeenee good this fall. 

William Cahill, of The P. Sullivan 
Shoe Co., said: “Business has been ex- 
ceptionally good, especially on shoes 
retailing at $3.95 and $4.95. Our busi- 
ness has shown a 40 per cent increase.” 





New Tannery in Production 


MILWAUKEE, WIs.—Pfister & Vogel 
Tanning Co., recently incorporated and 
not affiliated with the Pfister & Vogel 
Leather Co., has started production, 
employing about 125 workers. It has 
taken over the Pfister & Vogel Leather 
Co.’s plant at 1531 N. Water St. 

The firm is capitalized at $400,000 
and is permitted to issue 1000 shares 
of common stock of no par value. 
Charles P. Vogel is president of the 
company; Frank Belz, vice-president, 
and S. A. Pierson, secretary-treasurer. 
Directors are Messrs. Vogel, Belz, Mal- 
colm K. Whyte, Mrs. Eileen K. Vogel 
and John Stetter. 











60 


Price Situation Problem for 
Small Factory 


CHIcAGoO—Out-of-town buyers gave 
an active tone to the Chicago wholesale 
shoe market during. the past week and 
most firms reported a good business. 


Morris Margolin, assistant treasurer 
of the Margolin Shoe Company, reports 
that his concern have had quite a run 
on patent. 


“An outstanding point for April,” 
says Mr. Margo'in, “is that over 50 per 
cent of our sales were cloth shoes, 
marcelles, linens, etc. Colors are ‘not 
so hot,’ so we are letting them ride for 
awhile,” he added. 


Mr. Margolin concluded by saying 
that he has noticed a distinct trend 
toward lower heels in all types of wo- 
men’s shoes. 


E. A. Fargo, president of Fargo- 
Hallowell Shoe Co., makers of chil- 
dren’s shoes, states that their produc- 
tion was only slightly lower than April, 
1930, and they find that salesmen’s or- 
ders are good at present. Patent still 
remains their best material. 


“Regarding prices,” Mr. Fargo says, 
“we have reduced them slightly on our 
spring lines, but it is more than made 
up for in increased quality. Present 
economic conditions,” he went on to ex- 
plain, “have brought about a situation 
that is causing many a small manufac- 
turer considerable worry. For instance, 
we feel that a further reduction in 
price will be necessary in the fall be- 
cause of public demand. But, the mar- 
gin on which we are operating is so 
close that such a procedure is danger- 
ous. Therefore, we must work out 
some logical plan which will take care 











of all these factors. 
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5 Reasons Why 





Riding ‘Boots 


| ) Are Most Profitable 
, | 
| 
















for the Trade 


1. Known from Coast to 
Coast. 


2. Largest Stock in the States. 


3. No Left Over Sizes— 
Immediate Deliveries. 


4. Unexcelled Variety of 


Styles. 
5. Most Moderate Prices. 


Write for New Catalog B-48. 





Colt-Cromwell Co., Inc. 
1239 Broadway, New York City 


Also In Stock at 
424 So. B’way, Los Angeles, Calif. 











1931 


DIRECTORY OF 


Shoe Manufacturers 


Flexible Leather Binding, Fits Vest Pocket 
(2% x 51%) 


MORE CHANGES THAN EVER 


$2.00 ri 


ORDER TODAY 





AMERICAN SHOEMAKING 


683 ATLANTIC AVENUE 
Tel. Liberty 0190 BOSTON, MASS. 
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Good, reliable Wisconsin 
shoemaking is in favor 
everywhere. If you are 
one of those dealers lo- 
cated a long way from 
Wisconsin, don’t figure 
that you’re cut off from 
quick service on the 
LEVERENZ Shoe. This 
most-for-the-money calf 
shoe at $5 and $6 retail. 
is stocked in your section 
by a reliable house. You 
can bank on quick deliv- 
eries as safely as you can 
on the fine calf uppers 
and prime oak soles. 


a ee, 


LEVERENZ 











“The Piccndilly” 


Fashion decrees narrower 
toes in men’s footwear 
=—the Piccadilly is being 
accepted by men who 
demand style combined 
with comfort. To be had 
both in Black Calf and 
Mode Brown Calf. 


IN STOCK 


. - One-Day Deliveries from . . 


IN THE EAST 





IN THE WEST 


= H. -—~ and Co. Ine. Stewart-Dawes Shoe Co. 

‘oledo, Ohio Los Angeles, California 

Marat Pgs a Shee Co. Washington Shoe Co. 

Newell and Schneider Co. Seattle, Washington 

Pittsburgh, Pennsylvania Jos. P. Dunn Shoe and Leather Co. 
IN THE SOUTH Denver, Colorado 


Gramling and Collinsworth 
Atlanta, Georgia 





IN CANADA 


le Co. Dower Bros. Ltd. 


. HH 
Jacksonville, Florida Edmonton, Alberta 


THE LEVERENZ SHOE CO. 


SHEBOYGAN, WIS. 
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WHERE TO BUY 


Men’s & Women’s 
Slippers 











HORCO SLIPPERS are made better— 
and sell better—than any other slippers 
on the market in the popular price 


class. Catalog on Request 


VINCENT HORWITZ Rae Inc. 
ow 


64-76 W. 23rd St. York City 






















W. S. CHASE & SONS 
HAVERHILL, MASS. 


FINE SLIPPERS 
MEN and BOYS 


HANDTURNED 
$2.00 to $2.85 
Boston Office: 501 Statler Bldg. 








Boudoir Slippers In Stock 
UNUSUAL VALUES 


Sizes 3 to 8 
Style 814—Wos. Blk. 

d Turns. 00 
Style 805—W 

da Turns... 1.25 
Style 810—Wos. Bik. 


“Every Pair 
uaranteed”’ Kid re * 
SCHWARTZ & HERDER, INC. 
Specials In Comfort & Ballet atopere 
241 No. 11th St., Philadelphia, Pa. 














High Grade Mules 
and D’Orsays 





Catalogue sent on 


request 


Paristyle Footwear Mfg. Co., Inc. 


Factory and Salesroom 
153-159 West 27th St. New York City 
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WHERE TO BUY 
Riding Boots 


EF EE ee 


RIDING BOOTS 
IN-STOCK 
For Men, Women and 
Children—also 
Jodhpurs and Field 
ts. 















Acquires Factory | 











HERBERT POSNER 


Acquires Interest in Allentown 
Factory 


New York—Dr. A. Posner, Shoes, 
Inc., New York, manufacturers and 
distributors of children’s shoes exclu- 
sively, have acquired an interest in the 
F. Brown Shoe Company, of Allentown, 
Pa., according to Herbert Posner, exec- 
utive vice-president of the Posner com- 
pany, and now also vice-president of 
the Brown company. 

The F. Brown Shoe Company has 
been manufacturing high quality chil- 
dren’s shoes for a number of years. 
The personnel of the producing staff 
will not be changed. The officers of the 
F. Brown Shoe Co., Inc., are: Frank 
Brown, president and treasurer; Her- 
bert Posner, vice-president; Stanley H. 
Brown, secretary. The board of direc- 
tors is composed of the officers, Abra- 
ham Posner and R. S. Luckenbill. 

“The acquired interest in the Allen- 
town factory is an important step in 
our new policy of de-centralized produc- 
tion instead of the concentration of all 
of our manufacturing in Brooklyn, as 
in the past,” said Herbert Posner, com- 
menting on the new acquisition. 

“We believe that products should be 
made where labor and raw material 
conditions are most favorable for their 
advantageous manufacture. We have 
sought to locate our factories strictly 
with their production potentialities in 
mind, for we believe that plants them- 
selves do not logically fit into the dis- 
tribution picture. 

“On the other hand, here in New 
York we have consolidated under one 
roof a distributing set-up which offers 
a complete service on children’s shoes. 
All the lines embraced in this compre- 
hensive offering are being presented to 
> a trade by a single selling organiza- 
ion. 

“This new set-up has already re- 
sulted in lessened cost to us, enabling 
us to offer, without changing but rather 
improving quality, more advantageous 
prices to the trade. 

“We also have under way negotia- 
tions for the further de-centralization 
of manufacturing. 
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Price Trends 


New ORLEANS—Despite a seeming 
trend toward lower priced shoes this 
spring, the $10 lines carried in the 
shoe department of Stevens, Inc., one of 
New Orleans’ oldest and largest men’s 
wear department stores, are proving 
more popular than last year, according 
to A. L. Holsclaw, manager. 

“One reason is the reduction the first 
of the year in the price of one line 
from $12 to $10,” he said. “We are 
using as a feature in sales discussions 
with patrons the steel shank, support- 
ing the arch, and the raised meta- 
tarsal ball.” 

Sport shoes are going slowly this 
spring, due chiefly to the unseasonable 
continuance of cool weather, Mr. Hols- 
claw said, but a noticeable increase in 
sports shoes was seen with the past 
few days of warmer weather. 

Although the store carries $7, $8.50 
and $10 lines and the $10 retailers, 
Mr. Holsclaw finds that the $7 and $10 
oa are being nosed out by the $8.59 

ine. 

“Among the $7 shoes five models are 
doing best,” he said. “These are the 
No. 48, tan and white calf with wing 
tip; No. 49, black and white calf with 
straight tip; No. 1636, all tan, straight 
tip; No. 2636, black calf, straight tip; 
No. 2621, black calf with wing tip.” 

Stevens will carry no sandals, so 
popular last year, among this year’s 
lines, Mr. Holsclaw said. Two num- 
bers in tan and white and tow-tone tan, 
both with ventilated toe and sides, will 
be put on display with the coming of 
hot weather and will supplant sandals. 

Two numbers in buck are going well, 
Mr. Holsclaw reports. One is a $12 
shoe, a combination tan and white buck. 
The other is the $10 shoe, in white 
buck and black calf. 

As an accommodation to patrons the 
shoe department carries riding boots, 
but Mr. Holsclaw reports little action 
there, although riding is popular 
among a limited number of Orleanians. 


Frisco Notes 


San FRANcIsco, CaL.—Symbolic of 
the times, the Royal Shoe Company, the 
“closing out sale” of which was a Mar- 
ket Street event a year and a half ago, 
now announces “we are coming back”— 
this time at 2330 Mission Street, San 
Francisco. The fact that this shoe firm 
sold good quality shoes consistently is 
another evidence that untoward cir- 
cumstances cannot keep a good man or 
a good firm down. Many of the Royal 
Shoe Company customers are still wear- 
ing shoes purchased from the firm at 
its former location and are not going 
to forget the store now that it has re- 
appeared. The firm catered to the en- 
tire family. 

In preparaion for the summer trek 
to vacation spots, The Frank Werner 
Slipper Salon, 255 Geary Street, is of- 
fering, with marked success, Paris- 
made sandals, woven in triple weave in 
all white, and in white and beige, at 
$10.85; also sports shoes of the dressy 
type for daytime resort, club veranda 
and “cheerio” hours, to complement the 
linen laces, sports prints and rough 
summer weaves now the rage; this in 
white, beige and skipper blue, the 
model coming in soft leather with a 
fine pebble grain finish and Synet fab- 





ric, at $15.00. 
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» MEN TALK 


ABOUT IT! 

















Here is a heel that is 


RIGHT! 


Increase the eye-appeal and 
utility of your shoes with G/C 
Cushion Rubber Heels. Their 
cored construction preserves 
the shoe in its original lasted 


shape longer. 


Vv 







Look 
for the 


a“ D” 


MAKES ANY GOOD SHOE BETTER 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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WHERE TO BUY 
Fine Sport Shoes 


ors hi ei all 


Summer-Time 
Hand-Made Sandal 
White Bik Sandal 
White Kid Sandal 
(Two Weeks Delivery) 
© L. B. EVANS’ SON CO., Wakefield 











San Line—Sportiest of Sport Shoes 
“A mile away you know them’ 
P 


Sun Chasers 


for tennis court and resort wear 


Solid beige or solid white florentine 
cloth with colorful stripes used for 
the lace stays and pointed tippings. 


Catalogue on request. 


WHERE TO BUY 








HL BASS & CO_1 ~~ WILTON MAINE 


WHERE TO BUY 


Dancing Sandals 





SPECIAL 
MARBRIDGE BLDG., 47 W. 34 St., N. Y. C. 


Fifth Avenue Goes Light 


Seasand and Beiges Appear Side by Side with Blacks, Browns 
and Fabric Footwear 


New York.—The Avenue is very gay 
this week. Seasand and the light beiges 
are appearing in unexpected quantity, 
yet the blacks and browns are holding 
a very important place. 

Light, airy models are featuring 
open mesh linens and cottons. Suva, 
Ducklin and a new rope-like mesh 
named “Cordknit” steps into the front 
line windows. 

Modernmode has some very attrac- 
tive models in open mesh with patent 
trims. This black mesh will rival the 
black linen oxford that went so big 
last season in Chicago. 

There is a great advantage in stock- 
ing these dyeable fabrics. Slashed 
vamps in sandal types are also selling 
heavily for this season. 

Saks-Fifth Avenue have some prac- 
tical flat and low heel models in brown 
cotton and linens with sharp little fig- 
ures of green, red or yellow in the 
print. 

The zipper golf shoe is attracting 
attention, as is a new red and green 
calf rubber-soled Prince of Wales type 
with the added tab feature. 

White buck is also strong at Saks- 
Fifth Avenue, either tailored or with 

erforated calf trims. Pumps are still 
important, according to Miss Lourie, 
of Saks, and she anticipates the trend 
for tailored refinement in advanced 
models. She also stresses the impor- 
tance of tailored town wear. 

I. Miller is exploiting golf footwear 
this week. The window looks gay and 
cool, and the models are very youthful 
and practical. 

Perforated inlays for ventilation are 
shown on sub-deb types with white elk, 














BOSTON SHOE AND 
LEATHER FAIR 


1. It is the only official non-profit 
Trade Association Exposition of the in- 
dustry held in New England, and is a 
long-established and successful enter- 
prise. 

2. It always.brings to Boston hundreds 
of the country’s keenest buyers of foot- 
wear. 

3. Its scores of exhibits represent the 
best products of New England’s 500 up- 
to-date shoe factories. 

4. Its Allied Trades Department covers 
a wide range of accessory products. 

5. Its elaborate Hospitality program, 
aided by our live-wire New England 
shoe salesmen, invariably creates perma- 
nent and valuable good-will on the part 
of our visitors. 

The dates are July 7, 8 and 9, 1931. 
The place, Hotel Statler, where five 
floors are reserved. 

THOMAS F. ANDERSON, Sec. 
New England Shoe & Leather Asso. 
166 Essex Street, 
Boston, Mass. 
THIS IS NEW ENGLAND’S OWN SHOE 
SHOW, AND ONE THAT HAS THE 
GREATEST BUSINESS AND SOCIAL 
APPEAL TO THE NATION’S SHOE 
BUYERS. 


buck and combinations showing what 
can be done on combinations. 

Pedimode also features golf and 
sport types using the regulation heel 
and rubber sole. They also exploit two- 
toned open vamp sandals. 

Andrew Geller displays some charm- 
ing models in black patent with beige 
or white collars; one or two scalloped 
effects and some piped in white kid. 
Geller also shows light blue ecre and 
calf makes an ideal summer daytime 
pump as shown with the bag and belt. 

The dark brown pump and oxford is 
exploited with the slightly tapered heel 
for afternoon wear. The white bows 
are an added sale, and no one can re- 
sist them. 

Cammeyer is displaying some vestee 
models of black kid with white opa- 
lescent trims. The black and white im- 
portance continues especially as the 
chic woman is wearing the white ascot 
around her throat. 

The all-white kid and linen footwear 
is breaking for a big season. And there 
are many shades of white in the dress 
market this season. The white blouses 
and white crepes are so white that it 
takes white kid to complement them. 
White linen is not of the same tone. 

However, the white linens will be 
worn not to match but to contrast sum- 
mer silks and leisure clothing as well 
as white kid and cabretta. 

The awning stripe sandal is already 
appearing at the beaches and country- 
side, T-strap models being much in de- 
mand. These sandals are so very rea- 
sonable that three or four combinations 
can be owned by persons on a small 
salary. 

The comfort of these leisure types 
will sell them alone, and the fact that 
they wear is one more point to be 
brought out. 


Color Chart 


PHILADELPHIA — The thirteenth edi- 
tion of the VICI Color Chart is now 
ready for distribution among promi- 
nent shoe retailers in the important 
cities throughout the United States. 

For six successive years the makers 
of this brand of kid have issued a color 
chart to the shoe trade as a guide to © 
buying and sales aid. The chart pre- 
sents the important costume and shoe 
colors that have been cooperatively de- 
veloped with various textile stylists. 

The chart stresses for fall the impor- 
tance of concentrated buying. Special 
emphasis is given to blacks and two 
outstanding browns. 


Black Strong 


ProvIDENCE—Black dull kid seems to 
be about the biggest all-around seller, 
with blue kids selling very well. George 
Peirce, Jr., of the Thomas F. Peirce & 
Son store, reports that black fabrics 
and black satins are selling unusually 
well with patent leathers going better 
than they have for some time. 

At the Peirce store, the hosiery de- 
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partment has been enlarged and moved 
to the front of the store, 
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Double - Your- Money 
FREE GOODS OFFER 


SNOW-WHITE 


: Home of the famous swimming pool- SHU.- MILK 
HELTON EXPIRES MAY 31 


at 4Q* and Lexington NEW YORK 


Has all the comforts 
of a private club. 
The ment enjoyable 
hotel atmosphere 
in New York. 

Pe | 





THE DEAL 


3 doz. SHU-MILK @ $1.75 per doz. 
4 doz. SHU-MILK FREE 


COST $5.25—RESALE $10.50 
ORDER FROM YOUR JOBBER NOW 





xc cai08- SHUMILK wi ot 
Students in famous Iinois clinic SHU MILK aan MILK 


STUDY CHIROPODY 


Many of the world’s leading Chiropodists are former shoe people 


who have followed up their valuable experience at the fitting too] FOR DISPLAY MATERIAL 


with a course ir, Chiropody. Today they are earning from $5,000 


to $15,000 a year. 

The opportunities for Chiropodists are unlimited. In the United 
States there are about 162,000 physicians, about 82,000 dentists, AND DISPLAY HELPS 
but only 5,000 Chiropodists! A virgin field! ; 

Course only 2 years at best known College of Chiropody in WRITE 
America equips you for practice. 19th year. You are ready to enter 
with four years high school or equivalent. Largest foot clinic in WALTER JANVIER, Inc. 
world —over 16,000 foot cases handled annually, large faculty 
physicians, surgeons, chiropodists. Write for catalog. No obligation. 121 VARICK ST. 


MAIL THIS COUPON TODAY —--—— NEW YORK, N. Y. 

SLs COLLEGE OF CHIROPODY AND FOOT SURGERY 

327 N. Clark St., Chicago, Illinois National Distribut t 

Gace Please send me, postage prepaid. latest catalog and complete attiona istrioutors jor 

wae asscanberiammienaan SHU-MILK PRODUCTS CORP. 
Street and Numb Mn, ORANGE, N. J. 
City. 
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WHERE TO BUY 


Sport Footwear 








“SPORTSTER” 


Official Girl. Scout Shoes 
204 Sizes and Widths In-Steck 
A. SANDLER 
154 Lincoln St. 

Boston, Mass. Est. 1889 


€THCO 


GOLF SHOES 
No. C340—All sizes in stock 
for immediate delivery. 


catalog of ATHCO Ath- 


Shoe Co. 












Athletic 
914N.MarshfieldAve. 
Chicago, iil. 





WHERE TO BUY 
Ballet Slippers 








In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.25 pair 
Misses’ $1.20 pair 
Child’s $1.15 pair 
BLOG SHOE CO., INC. 
147 Daane Street 
New York City 






















* KENDALL foe" oitltx_x 
BALLET SLIPPERS 
IN STOCK AA 
Orders filled 
day recewed 





SEND FOR CIRCULAR DEPT. C 


% KENDALL SHOE COMPANY 
HAVERHILL, MASS. + 














We are known to dancers jj 

for fine footwear at low | 

cost. Italian Toe Danc- 

i ing Slippers, Hoffert Danc- | 
ing Flats, Sandals. 


Write us! 


CHICAGO 
THEATRICAL 
J SHOE CO. 

3rd Floor, Capitol Bidg. 
159 N. State St. 

Chicago, Ill. 





The Hoffert 

Toe Slipper 
Coast orders filled from: 

6715 Hellyweed Bivd., Hellyweod, Cal. 











On the Selling End 





News of the Shoe Travelers and Sales Activities 


Sales Show Increase 


The “Natural Bridge Shoemakers” 
held its semi-annual sales conference in 
Lynchburg, April 27, 28 and 29, with 
the entire salesforce in attendance. 

. C. Evans, managing director of 
the Natural Bridge Division of Crad- 
dock-Terry Co., announced a substan- 
tial gain in volume during the past six 
months, over the 1930 spring and fall 
seasons and predicted a still further 
increase for the coming season. 

Many complimentary testimonials 
from Natural Bridge dealers through- 
out the country were read. Several im- 
portant announcements were made 
which will be of interest to the shoe 
world. Natural Bridge shoes for men 
retailing at $5 and-$6 and Natural 
Bridge Juniors from infants to grow- 
ing girls and boys to retail at $3 and 
$4 have been incorporated with the wo- 
men’s line to give a complete specialty 
ea for the entire family. Nat- 
ural Bridge shoes are now stocked in 
394 sizes. 

An advertising campaign which 
brings the dealer prominently into the 
picture was announced and explained 
by Harry Adams, vice-president of 
Procter & Collier of Cincinnati, Nat- 
ural Bridge advertising counsel. Er- 
nest Burrill, formerly service and pro- 
motional counsel for the N. S. R. A. 
and now merchandising executive for 
Procter & Collier, made an interesting 
talk on shoe merchandising, and an- 
nounced that his services were avail- 
able to all Natural Bridge dealers in 
the solution of merchandising prob- 
lems. 

Other speakers during the confer- 
ence were Charles G. Craddock, presi- 
dent of Craddock, Terry Co.; John H. 
Davis, credit manager, and C. A. Sa- 
bine, who is in charge of styling and 
merchandising the men’s line. The new 
styles in the women’s and junior lines 
were presented by W. C. Goode, who is 
in charge of the stock departments. 

Natural Bridge salesmen are now in 
their territories with their complete 
fall lines. 


Plan Fall Styles 


Members of the various shoe travel- 
ers’ associations as usual took a prom- 
inent part in the deliberations of the 
styles conference held recently in New 
York City. Frank B. King, as chair- 
man of one of the main committees, 
was active in the women’s end of the 
conference; while L. C. Hart, Frank 
Quigley and Alex Campbell helped for- 
mulate the recommendations for men’s 
footwear. T. A. Delany, national sec- 
retary, acted as head of the steering 
committee. 





Ends Long Trip 


Harry Whitman has just returned 
to the Field & Flint Co. headquarters 
in Brockton after completing a swing 
around the country calling on Foot Joy 
accounts. 
was to give instructions in the proper 
method of fitting to retail salesmen. 
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His mission in each store. 





| Charlie Slipher Honored 


A farewell dinner for Mr. and Mrs. 
Charles I. Slipher was given by the In- 
diana Shoe Travelers’ Association Sat- 
urday night, May 2, in the crystal ball- 
room of the Marott Hotel. Mr. Slipher 
has been connected with the retail and 
wholesale shoe business in Indianapolis 
for more than thirty-five years. He 
has always taken an active interest in 
the Indiana Shoe Travelers’ Associa- 
tion, was its secretary for many years 
and until recently was president. At 
one time he served as president of the 
Indiana Shoe Retailers’ Association. 

More than fifty persons attended the 
dinner, many of them from other cities 
in the state. A traveling bag was pre- 
sented to Mr. Slipher by the organiza- 
tion, and George J. Marott made the 
presentation speech. Frank J. Brown, 
president of the organization, was mas- 
ter of ceremonies. 

Mr. and Mrs. Slipher will leave In- 
ea for Los Angeles about May 


Arthur Eldredge Dies 


The many friends of Arthur Eld- 
redge will be saddened to learn of his 
death, which occurred at the Ports- 
mouth, N. H., hospital, on May 4. Un- 
til a short time ago he was the repre- 
sentative of the Kimball Shoe Co. of 
Manchester, N. H., and previous to 
that was selling to the wholesale trade. 
He held membership in the Boston 
Shoe Travelers Association and the 
Boston Shoe Associates. The body was 
taken to his home in Dorchester, Mass., 
= which place the funeral took 
place. 





Goes with Valley Shoe 


Ed Reinhardt, formerly with Morgan 
Grossman of Brooklyn, N. Y., has be- 
come associated with the Valley Shoe 
Corporation and will carry their line 
of Valcraft shoes on the Pacific Coast. 

John May, formerly head of the In- 
dependent Shoe Manufacturing Com- 
pany, St. Louis, has become associated 
with the Moore Shoe Company of St. 
Louis. He will cover the entire west- 
ern states. 


Membership Drive 


D. V. Griesheimer, chairman of the 
Membership Committee of the National 
Shoe Travelers’ Association, has used 
his influence with the heads of the va- 
rious affiliated organizations to have 
them appoint local membership commit- 
tees, to which committees Mr. Gries- 
heimer has outlined the means to be un- 
dertaken to increase membership in 
both local and national associations. 
At least one portion of the drive will 
cover the heads of manufacturing 
firms, tanners and findings manufac- 
turers who will be sold on the advan- 
ta, to themselves of having their 
salesforces enrolled 100 per cent in the 
association. 
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Now— 
Complete Distribution 


In every shoe manufacturing center 
we are equipped to handle with de- 
spatch regular, or emergency, needs of 
the shoe manufacturer. With a manu- 
facturing background of nearly one 
hundred years assured and guaranteed 
quality have been made possible; now 
with the United Shoe Machinery Cor- 
poration as selling agent immediate 
contacts can be made rounding out 
more fully our large organization. 


We maintain our high quality standard 
and uniformity due in a great measure 
to control of all details from the raw 
to finished product. For every grade— 
for every type—of shoe we supply you 
the lace. 


THE JOSCO FABRIC TIP 
—a small, neat tip that will 
enter any eyelet with ease. It 
has no shoulder to catch, 
scratch or tear and is abso- 
lutely waterproof. The JOSCO 
tip cannot pull off for it is part 
of the lace itself which has 
been impregnated with our 
own exclusive solution to give 





Tips may be either fabric, met- 
al or celluloid. We recom- 
mend the recently perfected 
JOSCO FABRIC TIP. 


it the proper rigidity and en- 
durance. We guarantee the 
JOSCO FABRIC TIP to out- 
Jast the lace in ordinary use. 
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SECTION OF 
2: CARDING ROOM 


Shoe Lace Company, Ltd. 


(Successor to Joslin Mfg. Co., Established 1865) 
PROVIDENCE, R. I. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 
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WHERE TO BUY 


Shoe Forms 



















































Fatry JOVMs 
for Shoes and Hosiery 


made of white, 
transparent or coi 
FAIRYLITE 


Shoe Form Co.,Ine., Auburn, N. Y. 
ES SR A TT ETS SELES TENT 








WHERE TO BUY 


Children’s Footwear 








IDEAL BABY 
SHOE CO. 


Soft Soles — Inter- 
mediates. Hard 
Soles — Infancy to 
four years! 


Danvers, Mass. 


MRS. DAY’S 














Children’s Fine Goodyear Welt Shoes 


Made by 
THE GILBERT SHOE CO. 
THIENSVILLE, WIS. 








THE ORIGINAL 


SUNBATH ACROBAT 


(Patented) 





IN STOCK FROM SIZE TWO CACKS 
THROUGH SIZE SEVEN WOMEN’S 


A Product of 


SHAFT-PIERCE SHOE CO. 
Faribault, Minn. 











CHILD | 
LIFE 


High Grade Goodyear 
Welt Shoes in Stock. 


Wiswell-Everston Shoe Mfg. Co. 
Cedar Grove, Wis. 











“A Canvas Sport Shoe Rivals Flan- 
nel for Comfort.” 

“Sport Footwear, Like a Hat, Jew- 
elry, or Neckwear, Are Highlights in 
the Correctness of Your Sports Attire.” 

“Sports Clothes Have Ventilation for 
Their Foundation—So Have Our Sport 
Shoes.” 

“In Our Sports Department You'll 
Find the Smartmess to Complete Your 
Summer Wardrobe.” 

“Men Who Are Not Ashamed of 
Their Score Will Visit Our Sports Shoe 
Display—They Know Value and Will 
Find it Here.” 

“Sports Shoes as Light and Jaunty 
as the Fashionable Summer Felt Hat.” 

“Fifth Avenue Smartness is Only 
Part of Our Sports Shoes—It’s the 
Comfort That Brings Real Summertime 
Joy to You.” 

The foregoing newspaper headline 
copy should be supplemented by win- 
dow displays in which the newspaper 
advertising is featured and in which 
various properties such as braces and 
belts, watches and cigarette lighters 
and cuff links, jackets in gray-green 
or blue-gray or light gray colors, gloves, 
ties, handkerchiefs, straw hats and 
felt hats. Arranged in groupings in 
the window, the shoes will be more 
readily associated with the other arti- 
cles of apparel with which they may 
be correctly worn. The articles men- 
tioned above may be borrowed from the 
town’s outfitter, and he given credit. 
In case there is an outfitter who does 
not handle shoes, it might be arranged 
to set up a footwear display in his 
shop. 

Blotter announcements carrying copy 
something like this might be gotten up 
for hotel and restaurant distribution: 

“Drop Over to 100 Main Street to 
See Our Sports Shoes During Your 
Stay in Town—This Country May be 
a Little Different Than You Had Pic- 
tured and You May Need Just the 
Shoes We’ve Got.” 

Should the town be one that features 
sports in any form, the men’s sports 








Shoe Salesman Loses Life in 
Strange Accident 


Pittsburgh, Pa.—Oliver Hostetler, 22 
years old, a salesman employed in the 
Florsheim Men’s Boot Shop in Wood 
Street, lost his life Sunday night, May 3, 
while trying to do a favor for a friend. 
Swinging from one window to another 
in an apartment house in Center Avenue 
where both lived, Hostetler fell 50 ft. 
to the ground when a rain-spout gave 
way and died a short time later from a 
fractured skull in Homeopathic hospital. 

Victor Polansky, who lived in the ad- 
joining apartment, told police that Hos- 
tetler volunteered to climb from a win- 
dow of his apartment to enter Polansky’s 
apartment ‘to open a door after Polansky 
had locked himself out in a hallway. The 
rain-spout became loosened and part of 
it fell as the young man swung toward 
the window. 
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Every Week Sport Shoe Week 


[CONTINUED FROM PAGE 35] 





shoe department should be the source 
of all sporting events schedules. 

Displays of sports shoes ought to 
be arranged for in the lobby or foyer 
or lounge room of athletic associations, 
country clubs, gymnasiums, theatres, 
and at hotels. 

It isn’t so much what you say as 
where you say it and how you say it 
that counts. It is the combined forces 
of every publicity element that deter- 
mines whether a season is a profitable 
one or not. Short seasons are the great- 
est things in merchandising. 

Short seasons keep the merchant 
himself from getting so used to his 
lines that he feels everybody else 
knows them by heart as he does. Con- 
stant changes means constant en- 
thusiasm. 


Playing the Ends for Profit 
[CONTINUED FROM PAGE 32] 


or leather group the buyer desires but 
the maximum figure of such sizes to be 
purchased cannot be exceeded. 

For example, a store which has sold 
200 pair of endsize novelty shoes for 
the preceding two-month period is 
operating on a six times yearly turn- 
over ratio. The buyer and merchan- 
dise manager have set 250 as the maxi- 
mum number of endsize merchandise 
which can be purchased during the next 
two-month period. By setting this 
figure, it is realized that the stock 
turn will not be met on this particular 
group of merchandise, but a definite 
allowance for prestige purposes must 
be made. 

The figure of 250 pairs of endsizes 
have been mutually decided as fair to 
both sides of this question. The buyer 
uses this figure as a guide in the pur- 
chase of all merchandise. Orders are 
written in the usual way, but the end- 
sizes purchased are recorded before 
each order leaves the department. This 
very fact tends to a more cautious 
and fair treatment of this problem. 
When an order for a new shoe is placed, 
the buyer does not automatically order 
the usual size run for that particular 
type of shoe, but will take a second 
look at the endsizes on the order. 


The accumulated endsizes already 
ordered on shoes of the same type is 
at hand, and it is easily ascertained 
that the particular size 9 C of which 
he has ordered two pair will not be 
needed for they have been ordered in 
a similar shoe which has just been 
placed. Off they come. The buying 
of these endsizes has received added 
consideration. The fact that the mer- 
chandise manager is also reviewing 
this particular problem acts as a 
double check. Little time is envolved 
and a clear record of actual purchases 
in these few most dangerous sizes is 
always at hand. More intelligent buy- 
ing, better merchandising will result— 
merely by stressing this phase of the 
buyer’s job. 

The picture of the stock at the end 
of the season will not be merely a 
frame. ; 
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This Shoe Needs a FORM | 


... S80 do all your 
DISPLAY MODELS 


a important are your display models! They must 
do the advance selling. Their vamps must be 
smooth; smartness must radiate from their every line. 


To help you form and beautify your display shoes, we 
have prepared a special assortment of white short-vamp 
Fairy Forms which we call the Window Trimmer’s 
Special. This assortment includes 12 pairs of adjustable 
forms—2 pairs of each of our six standard lasts. The 
price is only $4 a dozen. If your jobber does not have 
them, order direct. 


SHOE FORM COMPANY, INC., Auburn, New York 

















Licensed Manufacturing Branches 





UNITED LAST CO., LTD. MONTREAL, QUE. 
5 4.8 : : ‘ Northampton Paris Frankfort Melbourne 
This is the Window Trimmer's England France Germany Australia 


Special showing the width adjust- 
ment which makes insertion and 
removal easy. This adjustable cross 
bar also provides for differences in 
shoe width, 





























Donnell; Anistocrats Beach &° Sport Sandal 
Riding Boots 


of character 
In Stock 


A complete 
dress line of 
ladies and gen- 
tlemen’s boots 
properly __pat- 
terned and 
priced for 
ready sales. 










cA Big Seller 


a A snappy Sandal made of the 
multi-colored Algerian cloth. Rub- 
ber Soles and Cuban Wood Heels. 







No. 3026, 
ladies’ brown calf 


Secure your share 











of riding boot Sizss 3to8 ... . . C width only 
profits in this new 
era of the eques- Samples on request 
No. 3030, ladies’ black trian art. 
kip side riding boot. e 7 
Also stocked in Tan Kip. Price $1.35 per pair 
Write for our “in stock” cata- 
log showing our complete line. PARISTYLE FOOTWEAR MF6. Co., INC. 
O’DONNELL SHOE COMPANY 153-9 WeEsT 27TH STREET New York City 
513 Sibley Street St. Paul, Minnesota : 
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WHERE TO BUY 


Women’s Shoes 


AA 6 6 6 ee EP 





Ultra Smart Sandals 


Best Color 
Combinations. 


Quality 
Predominates 


Write 
Direct. 


Unusual 
Profits. 


BIARRITZ SANDALS, INC. 
120 West 30th St., New York City 











FOR WOMEN 
THE JOHN EBBERTS SHOE 00., ING. 
IN Baffale, N. Y. éroox 











Burton M. Huff. 


CoLuMBuUs, OHIO — Burton M. Huff, 
aged 52, a former well-known shoe re- 
tailer with a store on Mt. Vernon Ave- 
nue and in recent years a traveling 
salesman for the Consolidated Shoe Co., 
died May 3 at Grant Hospital, Colum- 
bus, fo!lowing an operation. He was 
a past president of the Mt. Vernon 
Avenue Business Men’s Association and 
always took a prominent part in civic 
affairs. He had been ill for several 
weeks. He is survived by his son, 
Merle, his wife and his father. 


Make Outsizes Pay Profits 
[CONTINUED FROM PAGE 23] 


smart thing to realize that women who 
need shoes for aching and tired or 
abused feet seldom hesitate over price. 

The very nature of the agony which 
makes us invalids overnight is worth the 
price of a surgeon. Why not a pair of 
shoes? During the last few years ortho- 
pedic and corrective footwear has made 
great strides in fashion appearance, as 
well as in corrective features, but there 
are 7 patterns which have never been 
tried which are very well adapted to 
corrective footwear. The long quarter 
and the high-riding strap with the 
sharp side line make for a popular 
shoe, which is generally a 60 per cent 
fitter. Many stores buy their eight 
and a half B patterns from four B 
models, never realizing that the side 
line depth and fat ankle measurement 
change the cut of the quarter. 

Again, in laying out shoe stocks a 
serious study should be made of poten- 
tial customers and how to attract them 
by displaying the actual size against 
an attractive background. 

If you keep the same clientele year 
after year, watch your stocks, as Mrs. 
A’s foot is changing and she will want 
as much of a choice of styles and pat- 
terns when she is fifty or sixty-five 
as she wanted when she wore the four 
B at twenty. . . . Know your customers 
and give them what they want and 
what their special needs require. The 
merchant who makes this kind of a 
painstaking study of his customers’ 
needs will be rewarded by a clientele 
willing to pay for fitting and service 
as well as for appearance. 





Snap Into Sport Shoe Selling 


[CONTINUED FROM PAGE 34] 


“White Strikes Against Green,” is 
the way an authority puts it; Then 
Wear a Pair of White Shoes with that 
Flashing Green Sports Dress for Com- 
pleteness. 

“Short Jackets— Short Boleros — 
Short Sleeves — and Short Vamps and 
Short Quarters Step these Styles Into 
Sportswear Trim.” 

“Up from the Southlands — these 
Shoes—with a record for Class on the 
Greens and in the Stands to Make a 
Pro Turn Green with Envy.” 

Sports Shoes that Make Friends 
with the Cotton Meshes, Cotton Jac- 
quard Shirtings and Knitted Cottons 
You’ll Wear a Golf or Tennis.” 

“If Cotton Is ‘King’ Our Sports 
Shoes are the ‘Royal Guard’.” 

“Sportswear Rules Our Store as It 
Does the World of Fashion.” 

“In the ‘Grip’ of the Sport Season? 
Relax and Enjoy Yourself in Our Sport 
Shoes.” 

“A Pair of Our Sport Shoes is as 
Necessary to Your Happiness as That 
Dress You’ve Set Your Heart On.” 

“Be a Sport—It’s Easy and Natural 
in Our Latest Sports Models.” 

“A ‘Sports Model’ Costs More than 
a Regular, in Automobiles—Our Sports 
Shoes are ‘Different’—Reasonable and 
Racy.” 

“The ‘Trim’ in Our Sport Shoes Will 
Save You from a ‘Trimming’ in Sports 
Style.” 

“Better than a Hole-in-one Is the 
Thought Your Sports Correct Down 
to the Ground.” 

“In the Sports Costume Shoes and 
Belts Supply the Complement.” 

“Step into the Sports Stars’ Shoes 
—These Authentic Patterns.” 

“Accept these Sports Shoes’ Sincere 
Invitations to Better Health in Great 
Outdoors.” 

“It Can’t Be Sport Without a Pair 
of These.” 

“Sport Shoes ‘Dead Game’ in Every 
Way—Even to Price They’re Good 
Fellows.” 

“The First ‘Error’ in Your Game 
—Caught Without a Pair of Our 
Sports Shoes.” 

“As Smart a Style as Ever ‘trod a 
deck.’ ” 

“We’re Going to All the Games— 
Will You Go with us? Correct.” 

“To Go with the Rough-Textured 
Weaves, Sports Shoes Trimmed with 
Sharkskin.” 

“Black and White Stripes and Black 
with White ‘Pipes’-—For Dress and 
Footwear Combinations in Sports- 
wear.” 

“The Linen Sports Dress Would be 
Lonesome without These Shoes.” 

“Spectator Shoes to Go with the Silks 
that are Favored by the Stylish On- 
looker at the Game—matching in spirit 
the plain, jacquard or printed dress.” 

“Every Sporting Event of Winter 
Resorts Here and Abroad Has Been 
Well Attended by these Sports styles.” 

“Your Sports Dress May be Gera- 
nium Red or Apple Green, but Your 
Shoes, Hat and Belt Must Be White.” 

“Sports Shoes as Lively as the Pat- 
tern in that Dashing New Cotton Print 
Dress—For a ‘peppy’ Summer of 
Sport.” : 

“Tell Us What You’ve in Mind for 
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Sportswear—We’ve a Shoe to Fit 
Your Fancy.” 

“50 Sports Ideas in Our Windows 
and More Within the Store.” 

The ad, the letter, the window, the 
interior, the sales people should carry 
the idea, “Sports Season at Blank’s,” 
to the mind of every one who reads 
the newspapers, passes the shop, comes 
into the shop or sits at home reading 
the mail. 

Have your SPORTS SEASON shin- 
gle hung out in three different places, 
and you'll be surprised at the business 
you'll bring to life. The business is 
there. Go get it. 


Sports Shoes Sell Earlier 


PROVIDENCE—The sports shoe season 
here seems to be considerably earlier 
than for seasons in the past, and local 
retailers report increased sales of 
sports and spectator sports over the 
same period for other years. Brown 
and blacks and black and whites seem 
to be the biggest sellers in most stores. 
William R. Briggs, manager of the 
Walk-Over Shoe Store, predicts that, 
according to the trend of present sell- 
ing, beige combinations will be the big- 
gest sellers in the next few weeks. 

At the Thomas F. Peirce & Son 
store, George F. Peirce, Jr., reported 
that sports shoe sales had already been 
good sellers, and that during May and 
June he expects to sell them in the ma- 
jority over other type shoes. Mr. 
Peirce finds the trend already evidenced 
for greater popularity of spectato 
sports. : 


A “Sea Goin”? Shoe Shop 


[CONTINUED FROM PAGE 24] 


address side; with a reproduction of 
the photograph of the shop, in which 
Mr. McKinnon’s photograph is inset, on 
the reverse side. Lists are built up in 
a number of ways, among which one of 
the most successful has been a big 
guest book in the store and in which 
men who have been attracted into the 
shop by its unique appearance are 
asked to write their names and ad- 
dresses. 

A careful record is made of the 

name, address and foot size of every 
customer, and reminder advertising in 
the shape of a personal letter or even a 
telephone conversation will be used to 
sell the second pair within a reasonable 
time after the purchase of the first 
pair. 
Not the least of the unusual methods 
of merchandising employed in this store 
is the check-up made by Manager Mc- 
Kinnon shortly after the sale is made, 
which check-up in most cases consists 
of a telephone call to ascertain whether 
the shoes are still giving the same de- 
gree of comfort that they did when the 
sale was first made. 

Salesmanship is to take on many of 
the aspects of a highly personalized 
service work which, it is believed, will 
make permanent customers of a large 
percentage of the men who buy there. 
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A REAL SELLING POINT 


The new invincible Diamond Brand Fast Color Eyelet, 
with its smooth, rolled-back, clinching surface, gives 
the manufacturer a new talking point for his shoes. 
There are no sharp prongs to tear delicate silk ho- 
siery or cause discomfort to the wearer. This new re- 
finement has stimulated the use of visible eyelets on 
all types of laced footwear. Visible eyelets promote 
easy lacing and manifest the care the manufacturer 
bestows on every detail of the shoe's construction. 


UNITED FAST COLOR EYELET COMPANY 


BOSTON, MASSACHUSETTS 
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Whites for Summer Selling 


Recorder Telegraphic Style Survey Shows Strong 
Trend in South and Southwest, also in North 


The South and Southwest 


are opening their arms to all-white shoes for the sum- 
mer selling, whether they be solid whites or trimmed 
and whether they be fashioned of kid, calf, buck or 
linen. This is apparent from a telegraphic survey 
of best selling styles by the REcorpER this week. 

Up North, even with the comparatively short Sum- 


sages hot off 


gested. 


the wires. 


mer selling, which must be clear and warm to get 
any action, a marked tendency is also developing in 
favor of the whites. 

All grades of stores are represented in these mes- 


‘A study of the “Price Trend” is strongly sug- 





WIRE .FROM° 
SAINT PAUL 

fife, 

,»eJ. Langley 


SEATTLE 
Turrell Shoe Co. 


LOS ANGELES 
College Boot Shops 


NEW ORLEANS 


D. H. Holmes Co., 
Ltd. 


KANSAS CITY 


Jones Store. 


DENVER 
Denver Dry Goods Co. 





COLORS 


Blacks strong, with 
beige on the wane. 
White fabric will be 
outstanding for June 
and July. White kid 
will be good in feature 
shoes. 


Whites and trimmed; 
whites getting stronger 
daily. 


White and. white 
trimmed in the lead. 


Sea Sand and 


Black Kid. 
Sea Sand. 
Beige and White Kid. 





MATERIALS 


Black kid in opera and ties will 
continue to hold first place. Pat- 
ent leather in opera pumps and 
sandals show some activity. 


Beige, including reptiles. . 
Gray, including reptiles... 
Browns 

Patent leather 

Black fabrics 

Black kidskins 

Blue 

Active sports 
Miscellaneous 


White kid with black trim best, 
with brown trims next. Sea 
sand, third. Light call for black 
kid, black moire and fille. A 
few dark blues, patents and 
gray kid. White and natural 
linen and Suva moving readily. 
White kid or calf with black 
and brown trim good in ox- 
fords. 


Natural white linen and 
fabrics 

Black kid 

White kid and buck 


Patent leather 05 
White kid and fabrics will in- 
crease at the expense of black 
and brown kid. 


All-over and leather trimmed 
Suva, Duckling, Tosca and 
white and natural. White and 
black leading for sport. 


Black kid, best. 

Linen coming up fast. 
Patent very good. 
Black kid 

Fabrics 

Patents 

Eggshell kid 

Other kinds 





PATTERNS 


Opera pumps and san- 
dals prevail. 


Ties, first. 
Pumps, second. 
Straps, third. 


Pumps _ still strong, 
Plain or trimmed with 
bows to match or con- 
trast. Sandals, sec- 
ond, from high heels 
to open shanks to very 
flat heels. Medium 
sandals leading. Sport 
oxfords strongly fav- 
ored. Straps only fair. 


Straps selling freely. 
Pumps, second. 
Ties, third. 


named. 


Sandals by far best. 
Plain pumps, second. 





PRICES 


Price appeal about 
25% the next 6 weeks. 
Price trend continues 
on same level as has 
prevailed the past 3 
months. No need for 
lowering same. 


Present price levels 
will carry through bal- 
ance of season. Per- 
sistent demand for bet- 
ter shoes. 


Believe price trend 
will not be lower, pos- 
sibly higher in next 6 
weeks with percentage 
of sales holding its 
own. Good chance for 
improvement. 


Volume will be under 
$10. 


Downward. Great care 
should be exercised 
that former price 
lines be — sustained. 
Volume $5 to $8.50. 


More reasonable 
prices. 
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WIRE FROM COLORS 
CEDAR RAPIDS, rer 
IOWA Sea Sand ...... 
WPEO 0s és dixcx-e 


The Killian Co. 





HELENA 
Thistlewaite Shoe Co. 











MATERIALS PATTERNS PRICES 
65% | White kid and linen 10% and|Straps lead strong. | $10.00 best. 
20% | increasing. Strip pumps and ties.|$12.50 and $15 de- 
10% Increasing demand for | creasing. 
lower heel in dress|$8.50 gaining. 
shoes. Greatest sea- 


fords. 





Colored kid pumps, best. Ties, 
second, with cutouts and san- 
dals good. In both high and 
Cuban heels. Linens question- 
able due to short cool summer. 


son ever for sport ox- 





Lower price more no- 
ticeable in women’s 
than men’s shoes. 


FORT WORTH White and white trim-| Linen and fancy fabrics, first,|In white kids the pat-|Still lower level. To 
med, best. in both white and natural|terns are ties, pumps|maintain volume of 
W. B. Taylor shades, preferably trimmed. and sandal straps. 85% to 90% of past 
White buckskin, second, with year there must be a 
trimmings of black, brown or sales stimulus. 
blue. Patent leather is fourth. 
MIAMI Light. Blonde family | Marcelle and linen very good.|Sandals lead by big|Toward lower prices 
most staple, with white majority. during the summer. 
Cowen & Nankin gaining prominence. 
Expect volume in 
pastel colors. 
BIRMINGHAM Solid whites for hot] Suva cloth is selling in grades|Pumps, first. $15.50 retail will be 
weather, in buck and]from $4 to $15.50 in black, |Oxfords. best price. 
The French Bootery |linen. White andJ| brown and white trim. A net|Straps and sandals. 
white trimmed  for| cloth quite coarse, made up in 
next 6 weeks. sandal, open shank and pastel 
trim is good. It has a soft toe. 
Brown patent leather for the 
real smart dresser, wearing 
pastel shades in chiffon dresses. , : 
Prices will decrease 
LITTLE ROCK Whites, patents, pas-| Linens leading, w ith kid}Pumps and ties lead-}as season advances. 
tels, blacks selling in|leathers next, combinations of|ing. Boulevard and|$10 most popular price 
Kempner’s order named. white buck with black and|Cuban heels most pop-|now. Sales period will 
ular. start earlier than ever 





brown best for sports. 














this year. 





Punched Shoe Patterns 
Selling in South 


MIAMI, FLA.—The Walk-ovver Shoe 
Store in Miami is having a good run on 
ventilated punch designs this season. 
The most popular is the two-tone shoe, 
light beige and dark brown being in 
greatest demand. Fully 50 per cent of 
sales are of the ventilated types. All 
fabrics are popular. Linens, duoduck 
and tosack cloth in natural and colors, 
plain and embroidered, are used. This 
has been a surprise season in so far as 
fabrics are concerned. The unusual de- 
mand for such shoes were not predicted 
earlier in the season. 

Next to the two-tone beige and brown 
shoe, the black and white has more sale 
than any other single line. Perhaps 
this is due to the heavy run on black 
clothing during the past season. 

In men’s wear two-tone beige in 
ventilated types is good. Sports models 
are in increasing demand. There is not 
so much call for black as for tans in the 
medium shades. 

This shop is owned by E. Walter 
Baker, Walk-over men’s shoe _ sales- 
man for the Southern territory. Horace 
Baker, who is vice-president of the 
company is women’s salesman for this 
same Southern territory. Ray ’ 
Trovillion is secretary and general 
manager. In addition to the store in 
Miami the company owns and operates 
one in Orlando, Florida. 

The hosiery business has been good. 
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Too Cool 


CuHIcaGco—Retail shoe merchants are 
anxiously awaiting the definite arrival 
of warm weather as the desired stim- 
ulus to buying by the public on a large 
scale. While the weather has not 
brought about any decrease, it has pre- 
vented an increase. 

“The outstanding thing,” says Man- 
ager Silverman of the local I. Miller 
store, “is our lack of customers for this 
time of the year. Of course we’re sell- 
ing, but sales should be greater. I 
suppose we shouldn’t complain, for ac- 
tually it could be worse.” 

The vogue for sandal-like effects, ac- 
cording to Mr. Silverman, is well illus- 
trated by a number of models they dis- 
play. T-straps and pumps of black 
and brown kid with large underlays of 
white kid form this effect as do cut- 
outs, not casual little cutouts, but wide 
slashes across the toes, and sometimes 
the whole side of the shoe is missing at 
the instep. 

“There is quite a run on patent,” 
Mr. Silverman added, “and we are sell- 
ing many brown kid pumps and a 
brown patent envelope bag to match. 
The shoe is decorated with a neat 
brown bow finely edged with white.” 

Up on busy Sheridan Road, in the 
bustling uptown district, H. M. Brown, 
manager for Berlands, finds the same 
tastes. 


” 





“Overlays and underlays of white to 
give sandal effects are proving one of 
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our most popular sellers,’ he says. 
“Another fast seller is our new Mo- 
rocco shoe and greys are going well 
this spring.” 

Mr. Brown feels that the weather 
has hurt business but also believes 
that when warm weather comes every- 
thing will pick up with a rush. 

“The veterans’ loans have helped us 
a great deal, I know,” states Mr. 
Brown. “A goodly number of our cus- 
tomers have told us that they are buy- 
ing directly as a result of the loans, 
and undoubtedly many more are doing 
the same thing and saying nothing 
about it. In fact, I believe that this 
release of money is the chief reason for 
business continuing at a steady pace in 
spite of the weather,” he concluded. 





Slippers Sell 


Kansas City, Mo.—Formal evening 
slippers which have been comparatively 
quiet since New Year’s are beginning 
to show activity and should prove a big 
selling item within the next few weeks, 
is the opinion of F. W. Slusher, man- 
ager of Carlat’s. 

“With graduations and weddings 
coming, as well as spring parties and 
entertainments, I know that formal 
slippers will come into their own 


again,” Mr. Slusher says. 

White moire slippers will undoubt- 
edly be more popular than any other 
ine of formal shoes, Mr. Slusher be- 
ieves. 






















THIS MAY BE 
YOUR OPPORTUNITY 
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SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 








JOSEPH M. HERMAN SHOE CO. 
Boston, Mass. 


Wants live salesmen in following territories: 


ALABAMA ARIZONA ARKANSAS 
ah IDAHO IOWA 

KA LOUISIANA MINNESOTA 
MISSISSIPPI vn MONTANA 
NEBRASKA NEW_ MEXICO 
N AKOTA OKLAHOMA OREGON 

S. DAKOTA UTAH 
WASHINGTON WISCONSIN NEW YORK 


Exceptional opportunity for high grade men with established men’s dress shoe 
5.00. Tremendous stock department, liberal 
Give full particulars. 


trade, retailing at $4.00 and 
commission. 








MEN Carry positively the 
ww best selling propo- 
sition in men’s specialty shoes. 
NU-MATIC—the shoes with the 
sponge rubber ball, arch and heel. 
Many other patented features. 
Show the X-Ray shoe and the sale 
is made. Real selling co-operation. 
7% commission paid each week 
on all accepted orders. Twelve 
samples—all in stock. 

Only successful men, from Ohio 
east, and Iowa west. Good side 
line men considered. Write fully. 
NU-MATIC Shoe Co., 512 West 
Florida: St., Milwaukee, Wis. 








Quality Stitchdowns 


—can be repaired—active selling, stock 
styles and special split case lot propo- 
sition to smaller well rated retail deal- 
ers—popular prices—money making com- 


mission basis—strong side line. Terri- 
tories open—all states: middlewest, 
southwest, western and coast. Write 


stating territory and line now coverin 
references and record. Address Cans, 

care Boot & Shoe Recorder. 
West 39th Street, New York, 








OPPORTUNITY 


For Salesmen Who Sell Chain 
Store and Volume Trade 


Several territories are open for 
salesmen capable of selling large 
trade (territories include two or 
more states). Our line includes 
men’s and boys’ shoes to retail at 
$2.95 to $5. All shoes sold to be 
made up in case lots, no shoes in 
stock. We cater only to well 
rated, prompt paying accounts who 
can buy in quantity lots at low 
prices. Our low prices for quality 
merchandise plus two weeks de- 
livery is developing large mail 
order customers. Commission to 
salesmen 3% shoes priced at $2.00 
and below and 5% on shoes priced 
above $2.00. Commission basis 
only, figured on shipments, payable 
weekly. This is opportunity for 
men financially able to get into 
an independent business which will 
earn large dividends. Please do 
not apply unless experienced in 
selling volume trade. 


DIRECT SHOE COMPANY 


Nashville, Tennessee 


Two Salesmen Wanted 


We have openings in S. E. Ohio and 
North Indiana for experienced shoe sales- 
men. State lines represented, territory 
covered, amount annual sales last three 
years in first letter. Reply 
J. W. CARTER COMPANY 
Nashville, Tennessee 











SHOE SALESMEN wanted to carry our spats 
and shoe Se as T.. sideline. — 
give territory refer with 
MANOLIS ANUFACTURING co., 
No. Crawford Ave., Chicago, Ill. 


eply. 
"4248 





ARE you earning enough money with the 
line you are now carrying? If not and 
you are desirous of cueryeng a short side line 
on a strictly commission basis we have an 
ideal proposition to offer—a new innovation in 
women’s shoes to retail at $6. The controlling 
members of this Company are executives of 
one of the largest and best known women’s 
shoe manufacturing companies in the United 
States. Only such applicants who can furnish 
first class references will be considered. All 
applications will receive due consideration. This 
is an ideal opportunity for the right men. 
FRANK-BRUEL COMPANY, Room 74, 229 
East Sixth St., Cincinnati, Ohio. 





LESMAN—Com’, for Central Pennsylvania, 

Delaware and Maryland. Good _ general 
line of footwear, or can be carried in connec- 
tion with small lines JANTZEN SHOE CO., 
27 North Second St., Philadelphia, Pa. 


E,XPERIENCED SHOE SALESMEN to sell 
our lines of in-stock novelties in Women’s 
Stylish Shoes on commission in the states of 
Pennsylvania, New York, Wisconsin and Minne- 
sota. Also our factory line of stylish correc- 
tive type arch shoes. References required 
Address C-481, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 








POSITION WANTED 


MANAGER AND BUYER — Twenty-two 
years’ experience in men’s, women’s and 
children’s high class shoes. Capable of han- 
dling large volume, also window trimming ex- 














SHOE SALESMEN wanted to carry a snappy 
line of hard sole Mules and D"’ Dorsars, re- 
tailing from $2.00 up. Southern, New En 

and New York State territories open. *Side 
line commission proposition. Address C-454, 
care Boot & Shoe Hs ae 239 West 39th 
Street, New York, N. Y. 


— reference. Address C-460, care 
& Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





HAVE a wonderful proposition for a man- 

ufacturer of men’s shoes to retail between 
$5 and $7. If interested arrange to meet Ji 
rz teem 450 Ocean Parkway, B’klyn, 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per word. 


Minimum charge 75 cents. 
$1.25. 


When a box number is desired twelve words should be added for the address. 


word of the address should be counted. 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 


®PAdvertisements for this page must be in our New York office on Friday of the week preceding publication #8 


Minimum charge 
In all other cases each 
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DISPLAY [PAPERS 
GRADE A hn te 








Salesman—Sales Manager—Factory Executive Available Have you our samples? 
Do you need an able man for difficult work in any one of these three ane a, 





branches—or all of them? This advertiser’s services are available be- 
cause of unique conditions in a large organization where he has held a 
responsible position for years, but which in no way reflect upon him. 
His best years are ahead of him. Best of business, financial, and social 
references. Decidedly worth while to investigate this man if your or- 
ganization needs strengthening. Making the right connection is of more 
importance to him than the compensation. Address C-484, care Boot & 
Shoe Recorder, 239 West 39th Street, New York, N. Y. 














Send Glass Sizes for Estimate 
Designs and Materiais - No ODligation 


I WOULD consider a proposition from a CAMDEN ARTCRAFT Co. 160 NWellsSt 
large department store or a small chain E CHICAGO. ILL. : 
as shoe buyer and to merchandise shoe depart- WANTED TO PURCHAS' soe 

ments. Only stores desired, carrying medium 
priced shoe and wanting volume. I offer my 














past record as assurance of real results. 

SPENCER LADD, Great Northern Hotel, If you contemplate selling your 

New York City. entire or surplus stock com- 
municate with us. Prompt at- 

HOE MANUFACTURER—I have had 10 tention given. 

. years experience ba beat —— chain KIRSCH-BLACHER CO., INC. 

shoe organization and wou ike to connect 

with a manufacturer desiring to open retail 590 Broadway New York 

stores. Address C-487, care Boot & Shoe Phone Canal 6-4298 and 4299 





er 239 West 39th Street, New York, 





MANAGER AND BUYER—Two years de- We will pay the best price fer 
partment store, seven years own retail your surplus or entire stocks of shoes, 


IDISPL 


store. Capable of handling volume business. general Anade by 
References furnished. Address C-480, care ° — Leases ——. : Call 
Boot & Shoe rn, 239 West 39th Street, All matters strictly confidential. 


New York, N. Y 
I. SIMON CO. 











WooLp like to cogent wie * panntatvarer 101 Reade St., New York City 933 ARCH ST. 
following and can show good results. Address pe it is oe PHILADELPHIA, PA. 





C-483, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





| ARE BUSINESS GETTERS 
SEND FOR CATALOG 


MERCHANTS’ NEEDS 














FOR SALE 


SHOE FACTORY FOR SALE. Frame 60 
x 90. Brick and steel 40 x 100 two floors 
and basement. Quit operation Jan 15th, is 
now a community property. Can give excep- 
tional proposition. Beautiful town to_ live. 
100% all American. Plenty of experienced 
help, no labor troubles. Hunt where you will 
= can make a! sony oe, ote de- 
tails on request. ust be seen to appre- i 
ciated. O. H. WATTS, Millersburg, Pa. ae sak Lane taba, ee cone ee 








HOTELS 








The Home Hotel 
of New York 


Homelike in service, 
appointments and lo- 
cation... away from 
noise and congestion, 
yet but a few minutes 
from Times Square... 
garage facilities for 
tourists. 








FOR SALE—National Cash Register—small 

safe—18 opera chairs, 8 fitting stools, 2 

1 winter Satires. 1 lot hyp boing - 18 a 
inc eather boots—work shoes and wor 

oxfords—1 lot heavy and light Ball Band VANII y BOWS 

Rubbers). KARL SUTHERLAND, 407 E. 

6, Bloomington, Ind. 

















FoR SALE—300 pairs Enna Jettick Shoes 
at $2.00 per pair net. Cash. P. O. Box 
1606, Winston-Salem, N. C. 

















































LINE WANTED Room and Bath from 
. 866 $3 single $4 double 
GALESMAN with large following well rated ah Soe : 
accounts in New York (Metropolitan and a 500 Rooms 
upstate) and New Jersey available for coming The leading bow of the season. Made 
1 season. Can place any line; also ex- in any color or combination of leathers Home folks will 
perienced in handling collections. Address C- with clips at $4.50 per doz. prs. like this hotel 
485, care Boot & Shoe Recorder, 239 West Many more samples can be had on re- ARE UNS ROS 
39th Street, New York, N. Y. quest. 
 ?—ccnes of shoe ornaments since HOTEL 
WANTED TO PURCHASE VANITY NOVELTY BRETTON HALL 
WORKS BROADWAY at 86th ST. 
ANTED—Enna_ Jettick shoes; surplus 1261 Atlantic Avenue NEW YORK 








stocks bought for cash. Address C-486, ee 
care Boot & Shoe Recorder, 209 South State BROOKLYN N. Y. i eee ee 


St., Chicago, Illinois. 
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Milbradt 
Rolling Step Ladders 


Enable you to reach your 
highest shelves conveni- 
ently. 


They last a litetime 
and 


wi 
} 
Hib 


bead 
UE 


Are made in any style, 
shape or size to fit any 
kind of shelving. 


Write for general catalog 
and let us suggest the 
best ladder for your use. 
Milbradt 
Manufacturing Co. 
Established 1898 
2416 No. 10th Street 
ST. LOUIS, MO. 
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SHOE (ARTON LABEL 
>) SPECIALIST 


Jrcw’ fot Sampea» 








RECORDER 
Window Display 
CARDS 
for MAY 


WE SELL 
YOU SHOES 


that! ore of 
Good Quality 


~not those that 
jest look good! 


Colorful, Artistic 
Die-Cut Tops 
14 Different Texts 
Cards 7 x 12—3 colors 
Price Tickets Included 
per mo. 
6 Card Service 
8 Card Service 
12 Card Service 


Samples sent on request. 


Merchants Service Dept. 
Boot & Shoe Recorder 
1334 Republic Bldg. 
Chicago, IIl. 


Stresses Style Welts 











M. STOLMACK 


NEw YorK—Ready for action June 1, 
M. Stollmack, vice-president and gen- 
eral manager of the Carlisle Shoe Com- 
pany, Carlisle, Pa., says plans for the 
production and distribution of welt 
shoes have been determined after a 
study of quality standards and style 
trends for the coming season. He 
makes this statement: “There is a def- 
inite place for style welts that interpret 
timely thoughts, and I believe that the 
trade at large is awaiting an oppor- 
tunity of looking at our first line of 
samples. 

“In recognition of the fact that welt 
shoes are here to stay, and apparently 
will increase in popularity in greater 
proportion than ever before, we will 
feature high style welt types, as well 
as semi-conservative types, to retail at 
what we consider the new big popular 
price in fine quality merchandise in this 
field of distribution, namely $8.50.” 

Mr. Stollmack was formerly sales 











manager for the Diamond Shoe Com- 
pany for a period of almost fourteen 
years, and comes well equipped for his 
new undertaking. New York sales of- 
fices will be established on June 1. 


Los Angeles Trade News 


Los ANGELES (UTPS)—Louis Mau- 
pin, manager and buyer of men’s, 
women’s and children’s shoes for The 
Broadway upstairs department, Los 
Angeles, lectured recently before stu- 
dents at the School of Merchandising, 
University of Southern California. 

Though the exact date has not yet 
been officially announced by President 
Paul Jesberg of the California Retail 
Shoe Dealers’ Association, it is under- 
stood that Los Angeles Day will take 
lace some time during the end of May. 
nstead of an annual convention of 
the association, lasting for several 
days, this year it has been decided to 
have a San Francisco Day for North- 
ern representatives and a special day 
for Southern California delegates, both 
meetings to be of an informal char- 
acter, different from the usual type 





of convention program. 


Promoted 


CoLUMBUS, OHI0—The Schiff Co., op- 
erating a chain of 172 retail units, 
many of which are in department 
stores, announces a number of promo- 
tions and changes. Art Kreske, for- 
merly manager at the Youngstown, 
Ohio, store, has been assigned to man- 
age the R. & S. Store at McKeesport, 
Pa.; Emil Platzer, of Columbus, has 
been assigned to manage the Utica, 

Y., store, succeeding Carmen De- 
Bonis, who has been transferred to 
Syracuse, N. Y., in the Hunter, Inc., 
store. Irving Goldenson, assistant at 
Syracuse, will be in charge of the new 
unit to be opened at Auburn, N. Y., 
while Joseph Cohen, also of Syracuse, 
has been promoted to manager of the 
unit at York, Pa. 

Nate Segal, formerly assistant at 
McKeesport, has been promoted to man- 
ager of the store at New Kensington, 
Pa., and Enoch Baily, assistant at the 
Penn Avenue Store, Pittsburgh, has 
been promoted to manage the store at 
Monessen, Pa. Edward Pinsky has 
been transferred from Monessen, Pa., 
to Batavia, N. Y., and Simon Arlen, 
who was temporarily in charge of the 
M Street store in Washington, D. C., 
has been named manager of that unit. 

The Schiff Co. has installed a lady 
manager, at least temporarily, in its 
store at Wheeling, W. Va., in the per- 
son of Miss Agnes Poludnak. This is 
the first time that a woman has man- 
.aged a store. 

Hyman Kaplan, who was formerly 
manager at the Hamtramck Store, 
Michigan, has been promoted to dis- 
trict manager over the stores at Hunt- 
ington, Clarksburg and Parkersburg, 
W. Va., units. 

D. D. Johnson, who has been head 
of the men’s and boys’ purchasing de- 
partment, has been promoted to office 
manager at Columbus. 

District managers and supervisors of 
the Schiff Co., operating a chain of re- 
tail shoe units throughout the country, 
met at the Deshler-Wallick Hotel dur- 
ing the week ending May 2 for the 
semi-annual buyers’ conference. 


Optimistic 

NEW ORLEANS—Optimism pervades 
the shoe stores of New Orleans. Al- 
most every manager and proprietor has 
discovered an unexpectedly large de- 
mand instead of the falling-off usually 
encountered at this season. 

F. P. Ricca, manager of Chandler’s, 
reports excellent business. The shop 
handles only $5 and $6 models and finds 
heavy demand for the new sport shoes 
in lace. Mr. Ricca has played heavily 
upon lace in advertisements on Fridays 
and Sundays and finds they have a spe- 
cific effect upon the sales of the fol- 
lowing day. 

Harry Davis, manager of the Walk- 
Over store, reports that the new men’s 
department is doing well. L. J. Faust 
has been made manager. 

The Hanover store, of which M. A. 
Wiggers is manager, is moving about 
15 per cent more merchandise this sea- 
son than last season. New orders re- 
flect the confidence of the management 
that the increased demand will con- 





tinue. 
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THE Business 
BAROMETER 


ILLINOIS — Chicago — Isadore W. Brandwein 
(“Tivoli Boot Shop’’) (808 E. 68rd St.) ; boots 
and shoes; reported selling or sold out business. 

Edward Garber (2427 Lincoln Ave.) ; boots and 
shoes; reported selling or sold out. 

MASSACHUSETTS — Boston — Phoenix Shoe 
Mfg. Corporation; reported moved to Everett, 

8s. 

Everett—Paul C. Wolfer Co.; shoe manufac- 
turers; reported liquidating. 

nn—Turnstile Process, Inc.; shoe manufac- 
turers: j, ine. authorized capital $40, 000. 

MIC AN — Detroit — Park Shoes, Inc. (16 
withers’ St.) ; boots and shoes; reported sold or 
closed out business. 

S & M Shoe Store (“Smith & Moss’) (14207 
Fenkell St.) ; boots and shoes; reported called 
meeting of creditors. 

New Buffalo—A. F. Bleismer; boots, shoes, 
etc.; reported selling or sold out business. 

YORK — Brooklyn — Sonnecken Stores, 
Inc.; boots and shoes; recently incorpora 

Herman W. Walkowitz (1232 Fulton St.); 
boots and shoes; succeeded by Sadie Walkowitz, 
Inc. 

Buffalo—Jay-Dee Boot Shop, Inc.; boots and 
shoes; incorporated. 





Changes 


Honeoye Falls—F. E. Barnard; boots, shoes, 
ete.; inc. authorized capital $2,0 
New York City—Edouard Gann Shoes, Inc. ; 
boots and shoes; inc. authorized capital $5,000. 
Kon Form Shoes, Inc.; boots and shoes; inc. 
authorized capital $10, 000. 
Maxwell’s Shoe Repair, boots, 
etc.; incorporated. 
Sal Robby Men’s Shop, Inc. ; boots, shoes, etc. ; 
ine. authorized capital $5,000. 
Whalley—Ford, Ltd.; boot: and shoes; 
ported closing store at 83 Wall Street. 
PENNSYLVANIA—Allentown—F. Brown Shoe 
Inc.; boots and shoes; incorporated. 
SOUTH CAROLINA—Orangeburg—Josey Shoe 
Store, Inc.; boots and shoes; inc. authorized 
capital $5,000. 
TEXAS—Texarkana—Tarrance McGraw Shoe 
Co.; boots and shoes; partnership dissolved. 
VIRGINIA — Richmond — Burk & Co.; boots, 
shoes, etc.; succeeded by Berry-Burk Co. 
WASHINGTON — Mabton — Humphrey & 


Inc. ; shoes, 


re- 


Schnell; boots, shoes, etc.; reported sold out to 
C. Rosenstein. 
WISCONSIN—Cudahy—Degner Shoe Manu- 


facturing Co.; incorporated. 








Failures, Embarrassments, Etc. 


ARIZONA — Tucson — Meyer’s College Shop, 
Inc. (317 E. Congress St.); boots, shoes, ete. ; 
reported petition in bankruptcy. 

ARKANSAS—BlytheviNe—Omer Lutes; boots, 
shoes, etc.; reported petition in bankruptcy; re- 
ported receiver appointed. 

CONNECTICUT — Hartford — George A. Bell 
(Bell, the Shoeman) (398 Trumbull St.) ; boots 
and shoes; reported petition in bankruptcy. 

Abraham B. Clark (850 Park St.); boots, 
shoes, etc.; reported petition in bankruptcy. 

New Britain— Joe Caslowitz (48 Lafayette 
St.) ; boots, shoes, etc.; reported petition in 
bankruptcy. 

New London—Iman Elionsky (395 Bank St.) ; 
boots and shoes; reported petition in bank- 
ruptcy. 

FLORIDA — Sarasota — Phil H. Levy; boots, 
shoes, etc.; reported offering to compromise at 
20 per cent. 

ILLINOIS—Chicago—Karlson Shoe Co. (6040 
S. Halsted St.) :; boots and shoes; reported peti- 
tion in bankruptcy. 

Nathan Krichinsky (3054 E. 47th St.) ; boots, 
shoes, etc.; reported petition in bankruptcy. 

Danville—Harry S. Silberberg (8-10 N. Jack- 
son St.) ; boots, shoes, etc.; reported petition in 
bankruptcy. 

INDIANA—Alexandria—Fred Robbins (Rob- 
bins Dept. Store); boots and shoes; reported 
petition in bankruptcy. 

MARYLAND — Baltimore — Victory Shoe Co., 
Inc. (311 W. Lexington St.) ; boots and shoes; 
reported petition in bankruptcy. 

MISSOURI—Kansas City—Carnie-Goudie Mfg. 
Co.; shoe manufacturers; reported petition in 
bankruptcy; reported receiver appointed. 


NEW JERSEY — Bayonne — Lincoln Smart 
Shoes, Inc. (461 Broadway); reported receiver 
applied for. 

Passaic—Handleman Shoe Co., Inc.; boots and 
shoes; reported receiver appointed. 

Perth Amboy—W & B Myslinski; boots and 
shoes; reported petition in bankruptcy; reported 
receiver appointed. 

NEW YORK—New York City—Jason Shoe Co., 
Inc. (105 Reade St.) ; boots and shoes; reported 
petition in bankruptcy. 

NORTH CAROLINA—-Clayton—Minnie Talton 
Duncan; boots, shoes, etc.; reported petition in 
bankruptcy. 

OHIO — Cleveland — Sarah Gerdy Zychick 
(“Gerdy Shoe Store’) (7816 St. Clair Ave.) ; 
boots and shoes; reported petition in bank- 
ruptcy. 

Rockford—Rhea Steinman (‘Boston Store’) ; 
boots, shoes, etc.; reported receiver appointed. 

Toledo—Robert Van Allen; boots, shoes, etc. ; 
reported petition in bankruptcy. 

PENNSYLVANIA—Harrisburg—Louis Rashin- 


sky (“American Pants Co.”) (30 S. 4th St.); 
boots, shoes, ete.; reported petition in bank- 
ruptcy. 
Johnstown—Paramount Shoe Shop; boots and 
shoes; reported receiver appointed. 
McDonald—C. A. Hyser; boots and_ shoes; 


reported petition in bankruptcy. 


Philadelphia—Isaac Finkel (825 S. 4th St.); 
boots and shoes; reported petition in bank- 








New Shoe Stores 


Mt. Sterling, Ky.—Gorrell Co. 

New York, Y.—Rosabelle Custom Shoes, 
966 8rd Ave. 

Fort Mill S. C.—Lee Dry Goods Co. 

Beaver Falls, Pa.—Levy’s. 

New York, N. Y.—Perlong Shoe Service, Inc. 

Maryville, Tenn.—Geo. D. Roberts. 

Charleston, S. C.—The Fair, 307 King St. 

Mullins, 8. C.—Moskow Department Store. 

Fulton, N. Y.—Ottoman’s Department Store, 
118 W. Broadway. 

Arp, Tex.—C. Pratt. 

Farmington, N. M.—Farmers’ Supply Co. 

Enola, Neb.—Geo. A. Meyers. 
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ruptcy. 
Rubin Bros. (4801 Longshore St.); boots, 
shoes, etc.; reported receiver appointed. 
Philadelphia, Pa.—Family Dry Goods Store, 


1628 S. 2nd St. 
New Britain, Conn.—E. Feingold, 20 Lafayette 


St. 
Chiloquin, Ore.—A. C. Gienger. 
Kilgore, Tex.—Joe H. Woodward. 
Newbridge, Ore.—Walter Point. 
Altona, Mo.—A. B. Highley. 
Dwight, N. D.—F. J. Hamerlik. 
Sanford, Fla.—R. W. Blackshear. 
Unadilla, N. Y.—Louis D’Imperio. 
Creston, Neb.—Frank Fischer. 
Rio, 011.—Bert Lindquist. 
Honeoye Falls, N. Y.—F. E. Barnard. 
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Latest Reports of New Stores, 
Failures, Embarrassments and 
Bankruptcy Proceedings 











New York, N. Y.—Kon Form Shoes, Inc. 

Boston, Mass.—Lipsky & Blondes, Inc. (Mfgr.) 

Lynn, Mass.—Clifford Shoe Co., 65 Willow St. 
(Mfgr.) 

Kennebunk, Me.—C. W. Hamilton. 

Bayonne, J.—Lincoln Shoe 
Broadway. 

Allentown, Pa.—F. Brown Shoe Co., Inc. 

Ohio, Wis.—Dan Cohen Co. 

Cudahy, Wis.—Degner Shoe Mfg. Co. 

New York, N. Y.—Maxwells Shoe Repairs, 


ne. 
New York, N. Y.—Edouard Custom Shoes, Inc. 
Glenwood, Iowa—Phillip Friedman. 
New York, NW. Y.—Glassberg’s Short Vamp 
Shoes, Inc. 
Vestaburg, Mich.—I. G. Fooks. 
Indianapolis, Ind.—Entroth Shoe Co. 
Indianapolis, Ind.—Schiff’s Outlet Shoe Store, 
205 W. Washington. 
ot Ind.—Schiff’s Outlet Shoe Store, 
259 E. Washington St. 
we Cal. —Silvern Shoe Shop, 3414 E. 
th St. 
Salem, Ore.—R. L. Hammer Co. 
Portland, Ore.—Simon Riehl, 1642 E. 17th St. 
St. Maries, Idaho—E. S. Burgan & Son. 
Seattle, Wash.—Donald Lindberg. 
Seattle, Wash.—Jos. Tabit, 133 5th Ave. N. 
Seattle, Wash.—S. A. Jacobsen, 1135 34th Ave. 
Merrill, Ore.—Hodges Brothers. 
Eugene, Ore.—Progressive Shoe Repair Shop. 
Olney, Ore.—George Webb. 
— Wash.—Edw. Denzler, 5419 Union 
ve. 
Medford, Ore.—Chamberlain-Webber, Inc. 
Wolf Creek, Ore.—Naylor Store. 
; Las Cruces, N. M.—Stone Department Stores, 
ne. 
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“Certified Sale”? Attested 
by Notary 


_ Miami, Fia.—The Bootery, operat- 
ing at 6 E. Flagler Street and owned 
by D. Cowen, is conducting a sale that 
is unique in several particulars. It 
is a “Certified Close Out Sale.” An 
affidavit sworn to by D. Cowen to the 
effect that this is a bona fide close-out 
sale and attested to by a notary public, 
is featured in all advertisements. 

A second unusual feature in such a 
sale is that “No Sale is Final until 
the Customer is Satisfied.” Shoes may 
be exchanged or customers may have 
their money refunded if shoes are not 
satisfactory after they are taken home 
and examined. 

Still another item in this sale that 
attracted considerable attention was a 
“free heeling” offer. It was a play on 
the advertisements of a number of 
automobile dealers of “free wheeling.” 
So the Bootery offered “Free Heeling” 
of a pair of old shoes on every pair 
of shoes sold during the sale. Arrange- 
ments were made with a nearby shoe 
repair shop to take care of the work 
upon the presentation of special cou- 
pons. 


Shoe Golf Trophy Awarded 


SAVANNAH, Ga.—Members of the Sa- 
vannah Shoe Trade Association held 
their regular April meeting at Cappy’s 
Night Club on Thursday evening, April 
16. No program of speeches was pre- 
pared, but short talks were made by 
different members. The awarding of 
the association’s golf trophy to Benja- 
min Saul was the principal event on 
the program. 














Boot and Shoe 
Recorder 
Serves in 


Getting More Shoes Sold Right; not 
only “more” but “right’’; sold for the 
right purpose, to the right wearer, in 
the right fitting, for the right price, at 
the right profit. This is the great 
problem of the retail shoe merchants. 
The chief purpose of THe Boot anv 
SHoe Recorper is to help solve it; for 
this is the basic problem upon which 
depends the progress of the entire allied 
industries relating to shoes and leather, 
their production and distribution. 
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Athletic Shoe Co., Chicago, Ill 


Bass, G. H., & Co., Wilton, Me 

Biarritz Sandals, New York City 

Bleecker Shoe Co., New York City 

Blog Shoe Findings Co., New York City. .52, 66 
Brooks Shee Mfg. Co., Phila., Pa 

Buek, Philadelphia, Pa 


Capezio, New York City 
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Friedman, B., Shoe Co., New York City... 53 


Friedman-Shelby, Branch of I. S. Co., St. 
Louis, Mo. 4 


Gilbert Shoe Co., Thiensviille, Wis 
Glenn Robertson Shoe Co., Minneapolis, - 


Gold Seal Shoe, New York City 
Green, Daniel, Co., Dolgeville, N. Y 
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NuWay Shoe Co., New York City 
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LEATHER AND OTHER MATERIALS 


Allied Kid Co., Boston, Mass 
American Hide & Leather Co., 


Boston, 
Mass. 46-47 


Barrett & Company, Newark, N. J...3rd Cover 


na! & Almy Chemical Co., Cambridge, - 


Evans, John R., & Co., Camden, N. J....26-27 


Hale, Alfred, Rubber Co., No. 


Quincy, 
Mass. 4 


Levor, G., & Co., New York City 
Northwestern Leather Co., Trust, Boston, 
Mass. 30-31 
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Next Week 


you will find 
in the 


Boot and Shoe 


‘Recorder 


NTIL now we have had no basis of 
figuring the per capita expendi- 
tures per person, per community, per 
store. Now, thanks to the first Cen- 
sus of Distribution that has ever been 
taken in any part of the world, we are 
able to tell you that Ann Arbor, Mich- 
igan, with a 1930 population of 26,944 
did a retail shoe business of $516,557. 
In Washington, D. C., with 486,869 peo- 
ple—the retail shoe business was $6,- 
910,106. San Antonio, Texas—with 
231,542 men, women and children and 
even babies in arms, did a business of 
$2,610,237; and the college town of 
Northampton, Mass., with 24,38l1—a 
business of $490,407. Miami, Florida, 
with 110,637 souls consumed footwear 
amounting to $1,251,496. Some signifi- 
cant figures. 

We are finding some amazing indica- 
tions of the buying capacity of our peo- 
ple under normal conditions. You will 
get a true picture of the capacity of 
each community to sell the product 
of an industry—which the RECORDER 
previously measured at $10 per person, 
making the grand total of $1,227,756,- 
460 at retail. 


am m& 


IN the promotion of merchandise in 
this issue, we hope to stimulate na- 
tional interest in those extra novelties 
capable of commanding a regular price 
in the hot-summer season. Some of the 
shoes shown will be full of fashion and 
will be salable over the counter almost 
without fitting. These shoes will kindle 
the desire of men, women and children 
and give real promise of profit and 
prestige to the store. 


aa & 









KKK 





y 
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Vulco-Unit Box Toes have long been the ultimate selection of wise manufacturers who scek 
style and beauty at the TOE of their shoes — the one deciding factor. 

It is the stylish toe that appeals to the woman in her choice of dainty footwear — her first and 
last consideration, 

Nowhere in the entire shoe industry is money so willingly spent as in the creation of new anc 
striking models and nothing more important than their faithful reproduction. 

VULCO-UNIT Thermoplastic Box Toes not only reproduce the most delicate lines of the last 
modelers art —but assure enduring style and beauty. 

“It’s the beauty of the toe that sells the shoe”. Be sure and specify Thermoplastic BOX TOES in 
your next order. 





BECKWITH MANUFACTURING COMPANY 
Statler Building, Boston 
Largest Manufacturers of Box Toes in the World 


BECKWITH * MFG: COMPANY 


y 
¥ 
2 
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See AVENUE SHOE COMPANY 


\"'4 ee 





/INM0Ke 


Stylists and craftsmen experienced in building shoes 

to retail at prices in excess of $10.00 are supervis- 

ing the making of “Trim-Treds.” These experts, 

backed by the vast resources of the International 

, BERKELEY Shoe Company, have produced a line which offers 
A treatment in Genuine Alli- unusual merchandising possibilities to the better 


gator and Black Calf. 
stores. 


O Company 
of eanch OF S INFENMATIONAL SHOE CO. WW 
2529 W. ST. LOUIS AVE ST.LOUIS, MO. ” 
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THES 


NEVER SOLD UNDER ANY OTHER NAME 





<GENUINE KANGAROO 


LOOK OUT! 


this fellow is 


contemplating a right to the 
¢chin—or so he appears. 






















This is exactly what he would do if 
approached too closely. The Kanga- 
roo can deliver a staggering blow with 
his forefeet, as well as with those 
heavily-muscled hind legs that carry 
him in tremendous leaps across the 
Australian veldt. 

However, in this country, the Kan- 
garoo is better known for his fine skin 
than for his boxing ability. 

Kangaroo leather is quite the soft- 
est and most pliable of all, despite 
being the toughest for its weight used [3 
in shoes. It is used in all grades of ‘as 
men’s footwear, both athletic and : 
street shoes. | 


Genuine Kangaroo is sold as 
Genuine Kangaroo. It is 
never sold as Kangaroo Sides 
or Kangaroo Calf 






Photo by HALL & CO. 














RICHARD YOUNG ZIEGEL EISMAN & SURPASS 
COMPANY COMPANY LEATHER COMPANY 
36-38 SPRUCE ST., TANNERIES, 45 LINCOLN ST. TANNERIES, TANNERIES and GENERAL OFFICE, 
NEW YORK, @ WILMINGTON, BOSTON,  @ NEWARK, 9th and WESTMORELAND ST., 
N. Y. DEL. MASS. N. J. PHILADELPHIA 





MAKERS OF GLAZED BLACK, BROWN AND YELLOW-BACK KANGAROO 
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The only thing we can say 
is that you need them and 
we have them 


IN-STOCK 


which is equivalent to say- 
ing that your order is ship- 
ped the same day it arrives. 
That’s the Green principle. 


Furthermore, if you are 
looking ahead, the full, fall 
Green line is on the road 


now. Be sure to see it. 





STYLE No. 362 


BROWN ELK 
5 te 8..... Co Aer $1.50 
8% to 11...CD... 1.75 
11% to 2...C-D... 2.00 
No. 363—Same in Smoked 
Elk. 











MO-DEBS 


for Growing Girls 
RETAILING 
$5 to $7.50 





Junior 


MO-DEBS 


Misses & Childrens 
$4 to $5 


GREENFLEX 


Misses & Childrens 
$3 to $4.50 





GRADES 
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WE NEED NOT TELL YOU 
THESE STYLES ARE SELLING RIGHT NOW! 


YOU KNOW IT 
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STYLE No. 5530 


Jersey Beige Elk, Brown 
Calf Trim, Duflex Ridg- 
lay Gristle Sole, 10/8 Heel 


3 to 8 AAA to C 
$3.25 


STYLE No. 5981 


Jersey Beige Elk, Brown 
Calf Trim, Duflex Ridg- 
lay Gristle Sole. 10/8 Heel 


3 to 8 AA to C Qa 
$3.60 


STYLE No. 5365 


White Elk with Black Calf 
Trim, Duflex Gristle Sole 
10/8 Heel 


3 to 8 AA to C 
$3.25 


No. 5366——Same in White 
with Brown Calf trim. 


STYLE No. 5570 


Jersey Beige Elk, Brown 
Calf Plug 10/8 Heel. Du- 
flex Ridglay Gristle Sole 


3 to 8 AA to C 
$3.25 


REEN 


960 HARRISON AVENUE 


SALES OFFICES 


Room 611, Marbridge Bldg., New York 








SHOE MANUFACTURING COMPANY 


BOSTON - MASS. 


| 








And your thoughts turn inquiringly to the vitalness of preparation—-timed to the 


importance of your best seasonal needs. 


The extent of profit from your this Fall’s activities (perhaps more than ever before) 
will be predetermined by your own decisive action—the selection of outstanding 


quality footwear, dependably fashioned. 


Remember this: Co-ordination of the swing to the properly timed action—the 
follow-thru with “‘the eye on the ball’’ for direction as well as for distance, is just as 


essential in modern merchandising as it is in any other game. 


Pedigo-Lake has awaited full and complete developments in the very definite 
fashion demands—and that having now been accurately determined, you will find our 


creations in strict conformity—and as new as tomorrow. 





se DEPEND UPON OUR SALESMEN SEEING YOU IN JUNE 





—the correct period for placing your Early Fall orders—for best results. 





Henceforth — by our own = 
method—our shoes will be ab- Ty 


solutely tackless — except in 
the heels alone. 


Another reason why we put de- 
pendability in the light and 
airy type of footwear. 
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THE FUSION OF QUALITY AND BEAUTY 





—in grades $8.50 to $10.00 


Such a line of pridefully fine footwear—with such intriguing fashion appea!—is 
not created casually, by any sort of meandering process of guessing or copying. It 
has a legitimate origin in the formative influences which “‘cast their shadows in ad- 
vance’ —through sources of reliable research—to facilitate an authentic basis for 
dependable fashion creations—in kind and type—as will readily find that universal 
favor in consumer acceptance. 


eEdigo 
Sty 


Nor do we stop with masterful designing—standards of excellence in quality shoe- 
making and fit—but our recognized strength in buying power and technical knowledge 
of value and desirability are fully utilized in your values—thus securing rare qualities 
in the higher grades our shoes require. 


Where it is obvious that domestic sources are outclassed, our orders cross the Atlantic 
for such materials as are outstanding in their class. 


You will find our line replete in variety and shades—to correct designations for Fall s 
Fashions—including, of course, a wide range of genuine reptiles and— 


GENUINE PIN SEAL 





Some months ago, our company was perhaps the first to recognize the style import- 
ance of this loveliest of all leathers, for fine footwear this Fall—made of the hair species 
of the baby seal, caught off the Newfoundland coast. 


These skins for footwear purposes are comparatively in limited supply. Hence, we 
took immediate steps to secure our requirements—we are fully covered in six beautiful 


shades. 


Therefore, we are amply prepared to take care of your orders—which you will place 
with us when you see our offerings—for the most wonderful footwear available in 
Genuine Pin Seal—on a basis of prompt service and price moderation. 








Distinctively 
Fine Footwear 


for Women 


Pedigo -lake Shoe (0. 


Saint Louis, Missouri 
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Distinctively 


Fine Footwear 


for Women 


are 
tter than one 
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HE public knows that the 
name of a famous shoe 
manufacturer on a shoe is 


a proof of quality. 


That’s why it is easier to sell a 
well-known shoe than it is to sell 


The public also knows that Good- 
year is the greatest name in 
rubber—greatest in sales, greatest 


in advertising. 















And the public knows that rubber 
heels mean longer wear, greater 
comfort — especially when those 


heels are Goodyear Wingfoots. 


Put two famous names to- 
gether—by getting Good- 
year Wingfoot Heels on the 
shoes you order. More people 
walk on Goodyear Wingfoot 
Heels than on any other kind— 


by millions. 





Copyright 1981, by The Goodyear Tire & Rubber Co.. Inc. 
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is the Corrective ; way 
O f saying 


AAAA fo EEE 


ae | 


Si-en-tiffi vn 
Shoes 


are also.shown 


in welts 
AAA ~ EEE 
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Sige 


bre and more Peover 


are demanding re in 
corrective footwear 


SI-EN- gee oo, seared this modern 


his demand. . 


eee. i ee - hap want”. . built-in 


See! larch SUP port 
feature.. 


lasts.. 


metatarsal 
butt over combination 
and in patterns that interpret 


the latest style innovations, 
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SIFEN-TIFFICK WELTS RETAIL PROFITABLY AT 


mt 


SI-EN~TIFFICK SHOE Co. 
Branch of the H.C. Godman ©. 


oo 


COLUMBUS, OHIO 


aN 


Lf 
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